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HE Boss line has been the straight line to profit for 
56 years. That’s why it has lived. Boss Ovens, Boss Oil- 
Air Stoves, Boss Oil-Air Ranges. Known throughout the 
United States. Sold throughout the United States. The 
nationally-advertised line that women ask for...and ac- 
cept. A Boss man will be in to see you soon to tell you about 
the newest models and the ‘‘B” line profit possibilities in 
your store. Have a chat with him when he calls. 


THE HUENEFELD COMPANY — Cincinnati, Ohio 
26 Years of Service 





GOOD JOBBERS AND DEALERS EVERYWHERE 
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The New Internationals.... 


Handsome Trucks for Your Work 


ERE is a representative of the new 

line of International Trucks that 

combine good looks, power, and up- 
to-the-minute design in every detail. They 
are ready to show you something new in 
truck performance, in economical opera- 
tion, and in ease of control. 


The new International Speed and Heavy- 
Duty models anticipate the future in truck 
transportation. They meet the needs of to- 
day and tomorrow ... . they embody the 
latest refinements known to automotive engi- 
neering .... they are built to a high degree 
of perfection for years of sturdy service at 
low cost. 








International Speed Trucks offer a wide 
range of speed for rapid transportation. 
The new Heavy-Duties are a perfect match 
for heavy-duty loads. A variety of bodies 
are available which adapt them to any kind 
of hauling. 


You can get complete information on the 
International Line from the nearest of 180 
Company-owned branches in the United 
States or Canada, or by writing us. Ask the 
branch for a demonstration and see for 
yourself what an International Truck will 
do. 


The International Line includes the *4-ton Special Delivery; the 1-ton Six-Speed Special; 
Speed Trucks, 1%, 2, and 3-ton sizes; and Heavy-Duty Trucks to 5-ton. 





INTERNATIONAL HARVESTER COMPANY 


OF AMERICA 


(Incorporated) 


606 So. Michigan Ave. Chicago, Illinois 





INTERNATIONAL * 
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FYOU Can Sell Fesdlisnnant am 
Doors Opening OVERHEAD 


At last! The convenience of doors opening overhead is within 
the reach of everyone. 


Now YOU can sell Frantz “Over-the-Top” Door Equipment for 
installation on OLD as well as new doors. Special doors are NOT 
required. The hardware fastens into place without extra cutting 
or fitting. No weights or pulleys are needed. You'll marvel at 
the simplicity of its construction. 





Seconds 


Here is equipment that every automobile owner has hoped for— 
that makes garage door operation the last word in convenience 
and efficiency. Three seconds and the door is up, out of the way. 
Closing is just as simple. In fact, operation is so easy that it is 
practically automatic. 


Frantz “Over-the-Top” Door Equipment No. 78 
ends garage door troubles. It is so inexpensive 

. : No Hardware 
that every owner of a private garage is a prospect [RMIOARanINeS 
for one or more sets. There’s nothing like it on [aR Sar 


QUALITY 
the market. Without the 


Red Label 


Write today for information and profitable dealer 
discounts. 


Frantz Manufacturing Co., Dept. H-9, Sterling, Ill. 










Easily Installed 







“ Frantz’ Mig. Co., Dept. H-9, Sterling, titnols. 
Pos ig complete information and dealer discounts on Frantz ‘‘Over-the-Top’’ Door 





RANT 9 gacealmae oe 


(print plainly) 


Quuold Builders Hardware el Oe kite ic scyss racer : 


‘Overth® 











Door Equipmen 


(Patent Pending) 
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KELLY AXE & TOOL WORKS 
F 


THE AMERICAN FORK & HOE CO. 
CHARLESTON, W. VA. 
Manufacturers of 
THE ORIGINAL 


~UNDERAILL” 


THIN-BLADE LATH and BOX HATCHETS 


Favorites for over 70 years. First made in Nashua, N. H., by 
the UNDERHILL EDGE TOOL CO., which company was acquired by us. 









FRUIT BOX 
PATTERN 
Milled Head 
No. 65. 12 rows. 144 points 


No. 75. 16 rows. 256 points CALIFORNIA 


PATTERN 
(with nail-slot) 

Milled Head 
No. 60-S. 12 rows. 144 points 
No. 70-S. 16 rows. 256 points 


CHICAGO 
PATTERN 
Milled Head No. 40 
9 rows 

81 points 





Forged from a NEW STEEL of CHROME-VANADIUM analysis 
recently developed and made 


EXCLUSIVELY FOR US 


The heads are MILLED and hardened—TOUGH 
Will not break nor batter down. 


TOUGHER and STRONGER than any thin-blade hatchets heretofore produced. 
In addition to the ones illustrated above, we make all of the Underhill Thin-Blade patterns. 


Order through your Jobber 
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8 Checking Points 
for the | 


Shovel Buyer 


Don’t take our word for it. Conduct 












A scene in the engineering 
laboratory of the world’s 
most modern shovel factory 
... Showing Wood’s special 
handle testing machine. 





your own comparative tests—bear. 
ing in mind these eight vital points. 
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Careful Testing |} 
Assures Wood’s Quality 


7 chances of a Wood’s “Moly-D” handle breaking 4 Step 
in service are less than one-half of one per cent. Out 

of the thousands of dozens of these handles in use, only 
a negligible percentage has been replaced. 


Only select, straight-grained, second-growth northern 
white ash, air-seasoned for six to nine months is good 5 i Uniformity 








enough for “Moly-D” handles. Note how they are made 
...- how all strain comes across the grain... how a cold- 
pressed steel band holds the spindle tight as long as 
the shovel lasts. 











“Moly-D” handles are recognized by users as the strongest, Service 

most comfortable shovel handles on the market, today... Record 

made extra wide and roomy, there are no rough corners 

to hurt knuckles. Nocold metal to touch hands. Every detail 

of the “Moly-D” is designed with the one idea of FASTER, 

EASIER SHOVELING. Priced no higher than the rest. Reliability 
,: of Dealer 


THE WOOD SHOVEL AND TOOL COMPANY 
PIQUA, OHIO 


Wood'sShovels 


“Moly”—“Big Fist” “Piqua” 
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CHOOSE 


OU will soon be asked by your jobbers’ 

salesmen to place your stock order for 
pruning saws, pruning shears, hand and pole 
pruners, and hedge shears. 

You will do well to specify DISSTON when 
you buy, because the name “DISSTON” on the 
tools is your greatest help in selling. Disston 
Pruning Saws and Tools are the accepted 
standard in all fruit-growing districts — from 
the state of Washington to Florida, and from 
California to New York. More trees and vines 
are pruned with Disston Tools every year than 


DISSTON 












FROM A 


with any other make. And Disston leadership 
constantly grows greater. 

When you standardize on DISSTON you get 
the styles and grades that your customers 
want, to sell at the prices they want to pay. 
For Disston makes a complete line. 

You get correct design in every type of 
pruning tool. Leading horticulturists and ex- 
perts in agricultural colleges have pronounced 
them ideal. 

You get Disston Steel,*famous for its edge- 
holding qualities. This insures repeat business 


PRUNING 
DISS 
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COMPLETE LIN 


—for the pruning saws or shears, that do the 
work easiest, and stay sharp longest, always 
are preferred by the men who use them. 

In hedge shears, too, you get a complete 
line, including the famous No. 30—the finest 
shears that can be made; the No. 36 Quaker 
City, for the customer who demands price 
combined with quality; and the new No. 40 
Disston Lightweight Shears. 

The full line of the 57 numbers in Disston 
Pruning Tools —the only complete line — is 


described and illustrated in the new catalog, 
“Disston Pruning Tools.” From it you can read- 
ily choose the types and grades of pruning 
tools most popular in your locality. Get the 
catalog, free on request: It will 

help you in buying wisely, and OTT 
point the way to more profits from | Use Ut 
pruning tools and hedge shears. [aMGoita 
Henry Disston & Sons, Inc., The 

World’s Foremost Saw Makers, Phila- 


delphia, U.S.A., and Toronto, Canada. 
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economy. 


Zinc Insulated Fences 
Steel Fence Posts 


awaits you. 





Quality Plus Advertisin 


Sells this Fence for You 


First, of course, is quality—value that has been recognized for 
many years as the best possible investment for fence dollars. 
Farmers prefer American Steel and Wire Company Zinc-Insulated 
Fences and steel posts because of their longer life and greater 


Second, is the national advertising back of the fence—dealing 
directly with the farmers problems, it points straight to your 
store and makes it fence headquarters in your community. 

So—if you are not handling Zinc Insulated Fencing or our Steel 
Fence Posts—write today for full details. A real profit opportunity 4 
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American Steel Gates 
Protector Poultry Fence 
Union Lock Poultry Fence 
Banner Poultry Fences 
Poultry Netting 
Nails, Staples, Barbed Wire 
Wire of all kinds 






















merican Ss 
gwire company 














208 S. La Salle Street, Chicago 
Other Sales Offices: Atlanta Baltimore Birmingham 
Denver Detroit Kansas City Memphis Milwaukee 

Pittsburgh Salt Lake City St. Louis 


Pacific Coast Distributors; Columbia Steel Company, 
San Francisco Los Angeles Portland Seattle Honolulu 

















30 Church Street, New York 

Boston Buffalo Cincinnati Cleveland Dallas 

Minneapolis-St. Paul Oklahoma City Philadelphia 
Wilkes-Barre Worcester 


Export Distributors: United States Steel Products Co., 
30 Church St., New York City 
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YOU GET SOME 
REMINGTON 
FEATURES IN 
ANY CASH 
REGISTER.. 










ODAY there is competition in the 

cash register industry. All manufac- 
turersofcashregisters are trying to bring 
their machines up to the standard set by 
Remington. They all have adopted some 
of the features that Remington led mer- 
chants to expect. That is an advantage 
to all merchants, because no matter 
what machine they buy, every Rem- 
ington feature makes it better. 


Remington Cash Register Model 436 


REMINGTON 





With such a substantial lead as Rem- 
ington now has it is easy for Remington 
to develop new features and improve- 
ments much faster than they can be 
adopted by others. In the past nine 
years Remington has intro- 
duced more new features than 
all other cash register manu- 
facturers combined. It will be the 
same during the next nine years. 


REMINGTON CASH REGISTER COMPANY, Inc. 
Factory and General Sales Office, llion, N. Y. 
Subsidiary of REMINGTON ARMS CO., Inc. 
Manufacturers of Remington Firearms, Ammunition and Cutlery 


emington, Cash Registers 








THE ONLY WAY 
TO GET ALL THE 


FEATURES 
ISTO BUY A 
REMINGTON 
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change in home 
heating... 
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Ce ere 


SETS UP 
LIKE A STOVE 
Modern vaporizing type. 
No wicks, no moving 
part. Burns economical 
No. 1 Furnace Oil, dis- 
tillate or kerosene. 


v 


ARORA EGE, BIS SSR hs 





Mode! No. 1005 (Illustrated) Beautiful Walnut porcelain 
enamel finish. No. 1003 Beautiful lvory-Green porcelain enamel 
finish. No. 1001 Utility Model (Blue Steel) for anyplace, where 
fine finish is unnecessary. All may be had with 5 gallon tank 
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attached or with constant level valve for outside connection. 
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Modern oil heat 
without a central 


heating 


plant... 


Perfection presents an innovation—the new Superfex 
Circulating Heater—burning inexpensive furnace oils. 


ELF CONTAINED! Sets up like an ordinary stove. Attach 

it to a flue, light it and the heat circulation begins. 
Burns cheap No. 1 Furnace Oil, distillate or kerosene. 
Think what it means to your customers. It’s the most 
modern form of heat for homes, stores, schools, churches— 
wherever abundant heat constantly maintained is desired. 


The last word in convenience 


The bother of coal or wood is banished. No dirt, smoke 
or ashes. A five gallon tank (10-hour full-flame capacity) 
with easy refill arrangement is fastened to back of heater. 
Tank is easily removed and filled away from heater with- 
out disturbing operation. Also may be had for connection 
with outside storage tank. 


Service Free — Trouble Free 


Absolutely no moving parts to get out of order. The bur- 
ner is simplicity itself. A vaporizing burner bowl at the 
base of a welded drum is the heat unit. A beautifully de- 
signed cabinet surrounding the heating unit furnishes 
the means of heat circulation. A simple turn of the 
fuel valve regulates the flame — low to high, instantly, 


depending on heat requirements. Anyone can operate it. 
Proved by Perfection Engineers 


Perfection Engineers have placed 40 years of oil burning 
experience into the Superfex. It is unqualifiedly backed 
by the Perfection reputation for quality manufacture and 
fair dealing. 


Prospects are Everywhere 


Superfex enters a new unlimited field. Here is modern 
oil heat for homes or stores without central heating plants. 
Every home, shop or store now heated with a coal or 
wood stove will be modernized through the beauty and 
convenience of the Superfex. It’s no bigger than a cabi- 
net radio but it circulates roomsful of heat. 


It's a Profit Maker 


Act now—the margin is good and the Perfection bonus 
plan covers it. The Perfection deferred payment plan will 
make it easy to sell. Use coupon and send for illustrated 
catalog which describes the complete line of Superfex 
Circulating Home Heaters and their operation. 


PERFECTION STOVE COMPANY, Cleveland, Ohio 


CIRCULATING 


HEATER 








PERFECTION STOVE CO., 
7602-A Platt Avenue, 
Cleveland, Ohio. 


Gentlemen: Please send me complete data on the Superfex | 
Circulating Heater. | 


Name 
Address 


City. : State. 
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If You Could Get All 
the IMPORTANT JOBBERS Together 





and if they were willing and eager to listen to i 
your sales talk you’d jump at the chance to — 4 
address them. On October 30th this opportunity, ‘ 
in effect, will be presented to you. : 
Your story in the . 
JOBBERS’ CONVENTION NUMBER, ‘ 
ISSUED OCTOBER 30th, : 
will be even more effective than a personal address | 
because the Jobbers’ Number is very carefully read 4 
and afterward kept for reference by every jobber % 
and important retailer in the country. 
Make sure you don’t miss this opportunity; it 
comes but once a year! Send in your space reser- 
vations and copy as soon as possible. i 
October 20th is the closing date. : 


HARDWARE AGE 


239 West 39th Street New York, N. Y. 
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Ball Bearing Extension Roller Skates 


For 
Children 








“Happy Days Are Here Again’’ 


Happy days for youngsters with 
Union Hardware Roller Skates— 
happy days and profitable ones 
for Dealers who handle the 
Union Hardware Line. It sells. 


Outdoors—indoors—on the side- 
walks—in the rinks, roller skat- 
ing is ever popular. Be sure 
the skates you sell are the 
widely known, universally used 


UNION HARDWARE 


These splendid skates have features that 
create sales and give unfailing satisfac- 
tion to customers. 


Ball bearings, self-contained wheels, 
trucks that oscillate on best rubber 
cushions, straps of durable grain leather, 
quick and easy adjustment, etc. 


All jobbers handle Union Hard- 
ware Company Skates. Write for 
catalog of complete line for men, 
women and children. 








Established 1854 


New York Office 


ARDWARE COMPANY 
Reg. U. S. Pat. Off. 


TORRINGTON, CONN. 


These are some of the reasons why Union 
Hardware Ball Bearing Extension Roller 
Skates are in such demand. 


And best of all, they are sold ‘at popular 
prices—prices made possible because of 
the great demand and quantity produc- 
tion. 


Incorporated 1864 


151 Chambers St. 
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Cambria Fence, time-tested and well-known among farmers, 
is a product that you can sell with confidence. 











Steel selected as the most suitable for the purpose goes into 
Cambria Fence. The heavy zinc coating, applied by a special proc- 
ess, does not crack, flake or peel, and assures added years of ser- 
vice. Cambria Fence is a hinge-joint cut-stay standard field fence, 
with tension curves to keep the line wires taut. It comes in a neat, 
uniform roll, facilitating erection. 


Cambria hinge-joint Field, Poultry and Chick Fences are 
available in all designs, gauges, and styles useful for fencing of 
fields, orchards, poultry yards and for other farm'uses. Write for 
complete information, including our attractive dealer proposition. 


| 


FENCE POSTS How Bethlehem Helps the Dealer 


Bethlehem Steel Fence Posts, both 
Punched and Self-Fastener Types, are 
made of high carbon new billet steel. 
These posts are especially recommended 
for use with Cambria Fence. 


Bethlehem helps the dealer to sell Cambria 
Fence and Bethlehem Steel Fence Posts, by sup- 
plying him with attractive imprinted literature to 
distribute to his customers, and with lantern slides 
and signs. 

SPECIAL FENCE POSTS 


Bethlehem Studded Omega (‘‘U”’ sec- 


If the dealer desires to run a local advertising 
campaign, we supply him with electrotypes of 





— Fe ect nek Poms cuts or complete advertisements. 4 
with or without wire clips, are in grow- aa 2 
me coment to Sem, sn soow femee Farm Paper Advertising 4 
To further help the dealer by building up de- ; 

mand for Cambria Fence and Bethlehem Steel Bs 

BETHLEHEM STEEL COMPANY Fence Posts, Bethlehem extensively advertises these s 
General Offices: Bethlehem, Pa. products in prominent farm papers with a total # 


District Offices: New York, Boston, Phila- <a circulation of well over 2,000,000. 


delphia, Baltimore, Washington, Atlanta, 


Pittsburgh, Buffalo, Cleveland, Detroit, 
Cincinnati, Chicago, St. Louis 
Pacific Coast Distributor: Pacific Coast 
Steel Corporation, San Francisco, Los 
Angeles, Portland, Seattle, Honolulu 
Export Distributor: Bethlehem Steel Ex- 
port Corporation, 25 Broadway, New York 

City 
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Why Waste Your Time and Money? 


BY 
E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


Probably the most heart-breaking experience that can befall a merchant — 


is to wake up some morning to find that a pet line, on which he has been concentrating 
both time and capital, has been taken from him either through the establishment of a 
manufacturer’s branch or through a consolidation—years of 
effort vanish at one stroke—a lucrative business is lost. 


It is well, therefore, to know the policy of a manufacturer 
in order to avoid a future loss—seeking momentary gain is 


usually costly. 


For a quarter-century, Clover Manufacturing Co. has 
been an outstanding and aggressive exponent of legitimate 
jobber-dealer distribution. It has never deviated—has always 
been consistent—has always been a straight-shooter. 





So, in this day of consolidations—this day when the unthinking 
manufacturer is inclined to eliminate the jobber and sell direct— 
the thinking merchant will “pick Clover” for his Sandpapers, 

Metal-Cutting Cloths, Grinding and Lapping Compounds, 
Dp because he is certain to cash in on his efforts—no problem 
will confront him in the future. 








| E. B. GALLAHER: 
|| Clover Mfg. Co., Norwalk, Conn. 
Send Sample Sheets 





Clover Grinding Compounds 


Clover Color-Stripe Abrasive Papers and Cloths 








lc Clover | Flint Sandpaper 
| Clover 7 + Turkish Emery Cloth 
Clover A Aluminous Oxide Cloth 


Name 


BOTH REPRESENT FULL VALUES 
BOTH CARRY FULL PROFITS 
They Cost You Nothing to Try 


CLOVER MFG. CO. Norwalk, Conn. 


| 
| 
| 
| 
| 
| 


|| Address 


Character 
| of Business 
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Corbin door checks... their own 
“Star Salesmen”’ 


Read below a story typical of the way hundreds 
of merchants have made this discovery. 


N a windy day last Fall a 

Corbin representative was 
checking over a dealer’s stock. Sud- 
denly he noticed only four of the 
dozen door checks this merchant 
had ordered were gone. 


“What’s the matter with your door 
checks, Jim?”, he asked. 


His friend shrugged his shoulders. 
“Guess I made a mistake ordering 
them. Before you were in last trip, 
I ordered a couple for the bank, and 
I thought maybe I could get rid of 
a dozen more, but I’ve only sold 
four. I guess this place isn’t big 
enough.” 


“Who'd you sell those four to?” 


“Oh ... Jack Margaram wanted a 
couple for his house. He’s president 
of the bank.” 


The Corbin representative thought a 
moment. “Who got the other two?” 
he asked quietly. 


“Fred Lawrence took them for his 
store. You know, the one next the 
bank.” 


The man from Corbin straightened 
up suddenly. “Jim, tell me—if the 
bank hadn’t ordered.a couple would 
you have given me an order for 
stock? You wouldn’t! Yet you’ve 
sold four more checks with- 
out lifting a finger, and you 
say this town won’t buy 
*em. Thinkamoment. Would 


New York 


P. & F. CORBIN * 


Margaram have ordered two for his 
house if he hadn’t liked the ones at 
his bank? What made Lawrence 
come in and order those other two? 
His place is next the bank. J ¢e// you, 
those door checks of ours are their own 
best salesman. All you’ve got to do 
to sell ’em is to give people a chance 
to see what they can do. That’s all. 
Say ...can you come with me for 
half an hour?” 


“Yep! I guess so. What’s on your 
mind?” 


“T’ll show you. Give me one of those 
checks.” 


“All right—but I’d like to know 
what’s the big idea.” 


Bill told him. “We're going to call 
on a few stores. Tell them we want 
them to help us make an experiment; 
that we would like to put a Corbin 
door check on their door for a couple 
of weeks and have them see if it 
keeps the door from slamming—and 
if it saves them any trouble on 
windy days like this.” 


“Aren’t you going to try and sell 
’em the door check?” 


p? 


“Nope! 


“But suppose they don’t want it 
when I go back?” 


The American Hardware Corp., Successor 


Chicago 


INCE NEW BRITAIN 
1849 CONN., U. S. A. 


“All right, take it off. The check 
will still be good as new. But I’ll 
make you a bet you won’t have to 
take a single one off. Is it a go?” 


* * * * 


The first three shops they called on—a 
meat market, a drugstore and a barber 
shop—all agreed to try out the door 
check. 


Three weeks later this Corbin salesman 
received an order by mail for two dozen 
more door checks — and with it came 
the finest box of cigars he ever smoked. 


* * * * 


You, too, can pick up easy orders for 
Corbin checks. Hundreds of dealers 
have proved it. Try it, see for your- 
self. 


In the meantime, write us for two 
folders, ““Shut That Door!” and “Let 
Corbin Close the Door.” The first is to 
slip in envelopes to home owners; 
the second is to go in envelopes to 
business firms. Let these folders be 
your advance agents. 


Figure out how many of each folder 
you need and write us. We will im- 
print your name, address and ’phone 
number on them without charge. 
But be sure you write us today before 
every other Corbin dealer sees this, 
gets the same idea, and starts asking 
for his folders “as soon as 
possible.” We can’t take 
care of everybody at once. 
First come, first served. 


Philadelphia 


© 1930 P. & F. Corbin 
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PRICED TO PLEASE THE BUYER 


AND TO YIELD 
A GOOD PROFIT 
TO YOU 





IT WILL pay you to be the first in your territory 

to lay in a complete stock of dhene new Sargent 

door handles. Let your customers see them all. 

The great variety of design gives a wide choice to 

meet the tastes of nearly every one. @ These 

latest Sargent offerings are all of cast white 

bronze metal in the very popular Sargent hand- 

forged iron finish. The rustless, long-wearing 
qualities of Sargent Hardware of this class are well 

known and well proved by time. e Moderately 

priced, these new designs have an immediate : 
appeal. And your profit from the sale of each : 
makes it worth your while to put real sales effort 

behind them. Sargent & Company, New Haven, 
Connecticut; in New York City — Builders’ Hard- 

ware Division and Showroom at 295 Madison 

Ave., Warehouse at 94 Centre St.; in Chicago— 

150 North Wacker Drive (at Randolph). 
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SARGENT 


LOCKS AND HARDWARE 
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MANUFACTURER OF 





FARRAND RAPID RULES 


“a MODERN TOOL FOR MODERN CRAFTSMEN 


BERLIN. N. H., U.S. A. 


To All Wardware Wholesalers, Dealers and Mill 
Supply Houses. 


Gentlemen: 


The FARRAND RAPID RULE is the ORIGINAL coilable concaved steel rule, and was 
invented, developed and patented by the writer, 


Purthermore WE, THE COMPANY, ARE THE OWNERS OF ALL AMERICAN PATENTS COVERING 
CONTRIVANCES OF THIS SORT. In the opinion of expert patent counsel all imita- 
tions of our rule which we have thus far found on sale in the American market 
are infringements of one or another of our United States patents, 


We are not remaining idle in this matter of protecting our rights but are ac- 
tively engaged in securing evidence against, and demanding settlement from, 
concerns involved in selling, importing or manufacturing articles which we be= 
lieve to be infringements. We have already brought suit in the United States 
District Court, of Delaware against one American manufacturer, Our present cam= 
paign goes further and includes action against all who are inclined to so dis- 
regard our rights as to sell any make of coilable steel rule which we believe 
infringes our patents, Furthermore, in the case of foreign made infringements, 
we have no choice but to proceed against those who undertake to sell them. IT 
IS AS MUCH AN INFRINGEMENT TO SELL AS IT IS TO MAKE AN INFRINGING ARTICLE, 


If any person, or concern, claims to provide you with patent protection on some 
device like ours, or any guarantee of insurance protecting you from suit, we 
suggest that a careful investigation be made into the exact nature and terms of 
such proffered immunity. We further suggest that you insist upon being shown 
documentary proof that the insurance or protection offered is actually in force 
at the present time, and if so, whether it provides protection from suit brought 
for infringement of any patent issued as late as October lst, 1929, which is the 
date of our latest patent, (No. 1,730,199). We assure you that these points all 
have an important bearing on the validity of the protection offered. 


YOU NEED NO PROTECTION TO SELL FARRAND RULES. Nevertheless, our U. S. Patents 
are unqualifiedly guaranteed and insured as to their validity by the National 
Patent Corporation whose contract with us is underwritten by the Chicago and 
London Lloyds, by and through Associated Underwriters, Inc, 


Respectfully, 


August 20, 1930. S) 2 AN Harranh 


Presidente 











FEDERALWARE 


“The Complete Line’ 
Open Stock 








PANELED CONVEX KETTLES 
Four sizes—3-qt., 4-qt., 6-qt., 8-at. 
Packed '/4 dozen to carton 








PANELED CONVEX SAUCE PANS 
Three sizes—3-qt., 4-qt., 6-qt. 
Packed '/ dozen to carton 








2-QT. PANELED RICE BOILERS 
ked n 








PANELED EASY EMPTY COMBINET 
One size—10-qt. 
Packed '/o dozen to carton 


PANELED PERCOLATORS 
Four sizes—4- “Cup, 6-cup, 8-cup, 12-cup 
Packed '/4 dozen to carton 
- PANELED PUDDING PANS 
‘ Three sizes—2-qt., 4-qt., 6-qt. PA 7 ’ 
j Packed '/p dozen to carton One size—Seamless, 7. at. 
One size—Seamed, 9 
é Both packed '/% dozen ty aes 






































PANELED CONVEX SAUCE POTS 
Four sizes—3-qt., 4-qt., 6-qt., 8-qt. 
Packed !/ dozen to carton 
PANELED WATER PAILS ‘ | P 
Two sizes—10-qt., 12-qt. 
Packed 1/3 dozen to carton ROUND PANELED HANDLED i ; 
DISH PANS ?’ 


; IPPED SAUCE PANS 
Two sizes—14-qt., 17-qt. PANELED L 

Five sizes—1-qt., 2-qt., 2'!/o-qt., 3-qt., 5-qt. 
Packed 1/3 dozen to carton Seed 75 meen i aloe 


—_— SMALL UNIT 
PACKING yyy 
| The illustration here shows some of the 
| new cartons with the sides cut away to 
| expose the contents and the scientific 
| method of packing. There is nothing more 
| important in the distribution of a product 
| than in receiving it in good condition. 
| Great care has been taken by Federal to 
| ggg Pome to insure safe deliv- 
| ery. Federalware is supplied in factory- 
PANELED WINDSOR DIPPER | packed small unit cases of third, quarter 


One size—Number 110 i 
eamnee waen SAsin OVAL PANELED HANDLED DISH PANS PANELED SEAMLESS COFFEE POTS = guar ieee fn el yal 
One size—Number 32 One size—10-qt. Four sizes—1-qt., 1//o-qt., 2-qt., 3-qt. x 
Both packed '/o dozen to carton Packed 1/3 dozen to carton Packed '/4 dozen to carton LE 


























All Sizes Specitied At 1 As Standard Trade ¢ apacities 


FEDERAL ENAMELING & STAMPING CO. 
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AR. INDEPENDENT DEALER! | 


“ASK YOURSELF THESE root 
TWO QUESTIONS’ ey 


-k : “Why Should | Concentrate on Paneled Federalware?” 


Bie 


Bi 





: 






Paneled ‘‘Federalware”’ is NOT sold to any chain stores. The only 


Because | — 
popular priced Enamelware that gives you this protection. 


Because 2 Styled Enamelware—first new design ever created in Enamelware— 
P creating new interest on the part of your customer—new enthusiasm 
on the part of your sales people. 





A Quality of Pride—satisfying the most discriminating buyers. 
Rich in beauty—modern in design—popular priced. An ideal 
combination. 


A Ware of Beauty, Utility, and Dependability. 





Because 3- 


Sree 


MMT Tee oo te i hp 
eae eat 3 A fais oS Sai EO hel of 
tes aaNet ees eet atd 


ee 


Because 4+- 


Because 


S| 
| 





_Finest window and counter displays ever created to help you sell more 
Enamelware. Given FREE with each introductory forint 


Decause 6 — We pon it will sell faster than any Enamelware you have ever 


handled. (See Guarantee below.) 


7 _ Absolutely beyond any question of doubt the greatest value ever 
offered in Enamelware. 


m 
4 


a 
4 
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,» _The ware that has won enthusiastic feminine approval. 


a) 
ret] 
c 
ww 
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Because @ —Made in the fastest selling color combination—beautiful OLDIVORY | Ss } 
Because 9 ~ vith harmonizing GREEN TRIMMINGS. = 
tna! 


Your jobber can supply Federalware quickly and in the new Small ra 
Unit Packing. 


“How Can | Prove What You Say To Be A Fact?” 


Test it out for yourself! Order Introductory Deal No. 300 consisting of: 





Because IO- 


I . 7 

PSF de PS GARE Mo gaeee PRN eB a ce gee pa cancer Ne phox TO ae 
Pea hye ee meee oe Swit ee i Ti Cie cts SS ay he AE Sa ae = feos Pues See ey Sere ea Si aes aus ‘d J a RR ODOT . 
7 a xfs E i eM Sagy y P 
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Er 


3—No. 110 Windsor Dippers 3—4 Qt. Pudding Pans 2—12 Qt. Seamless Water Pails 
3—1 Qt. Deep Sauce Pans 3—10 Qt. Oval Handled DishPans 2—14 Qt. Round Handled Dish Pans 
3—2 Qt. Pudding Pans 3—4 Qt. Convex Pans, E. C. 2—5 Qt. Seamless Tea Kettles 
3—2% Qt. Deep Sauce Pans 3—2 Qt. Coffee Pots 2—8 Qt. Convex Kettles, E. C. 
3—No. 32 Basins 2—6 Qt. Convex Kettles, E. C. 2—2 Qt. Rice Boilers, E. C. 


Total 39 pieces and free window display all for only $23.25. (Slightly higher in far west.) 


pn. ROGH hAS SMe. Kinin. estat Ra Tie Sie: Bn Wt eM 
Vie a) 1 IP SI Bae I NW ON eS oe LOG 


Wes 


Ve 


SWS SWAG SI SN — | ra 
' YOUR SALES NOW GUARANTEED ~ FEDERALWARE 


Order from: your jobber Introductory Deal No. 300 as specified above. Display 
it and- use our attractive window trim as suggested. Then if you are not entirely ; FRE WINDOW 









satisfied with the test, your jobber will gladly take back all or any part of the ware DISPLAY 
in the original cartons and still unsold after 30 days. 
ae = ) | MATERIAL 
eee MICE Datta eet ape LOTT oo Oe } | 

, : ge the fast selling possibilities in this new line. : 5 great big posters (one 

the a 
0 ) SI ey 1534"’x 2734”; four 1234” x 
“ SE SAGES GEES AS LS SS SP SS SS ae 1314’’. Lithographed in five 
uct colors. Given absolutely 


: ORDER THIS INTRODUCTORY nodie-petmennte Gaede 
: SPECIAL FROM YOUR JOBBER packed shown how thee 


“i YOU'LL BE GLAD YOU DID! ncaa Shy 


P ITTSBURGH, P A. “The World’s Largest Manufacturer of Enamel Kitchenware” ] 
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PROFITS ARE STEADY 


and sure in the all-year-round sale of 


Natienal. 


Hardware because of its wide popularity with the 
trade. Repeat sales usually follow an initial pur- 
chase—a clear indication that all of the many fine 
features incorporated in this hardware have demon- 











strated their exceptional value. 





es This month, and every month, garage hardware is 
No. 800 Garage Door Set demand merchandise. It is salable in all seasons. 


The faultless operation of National Hardware in 
service is steadily building new trade. If you are 
not already a National dealer, write at once for full 





information. 


Your next customer may ask for Set No. 800. 
It is the ideal set for the hinged type of door. A 
weather-tight job is assured with this number. 


No. 805 Garage Door Set is for the swinging and 
sliding type of door. The service door may be 
opened while the other doors remain stationary or 


fold back clear of the opening. 


In the Nos. 812 and 813 Garage Door Sets, the 
hardware is hung on the inside of the building — 
where it is fully protected from the elements. These 
Nos. 812 and 813 Trolley Garage Sets sets include the No. 855 Swivel Trolley Hanger. 








et NATIONAL 


makes hardware to serve every building purpose—a 


complete line. The items below are all big sellers: MANUFACTURING CO. 


SLIDING DOOR HANGERS HALF SURFACE BUTTS 
SLIDING DOOR RAIL MORTISE BUTTS 

GARAGE HARDWARE ORNAMENTAL HINGES STERLING 
DOOR LATCHES CUPBOARD TURNS 


SCREEN HARDWARE SASH LOCKS i L L ' N O | S 


STRAP AND TEE HINGES SASH LIFTS 
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i Every tire dealer 
should have 
this book 


iA The new Mansfield Tire size book 
will help you every day. Com- 
plete information on tires for 
every car made. A copy is yours 
for the asking. Write for it today. 


| MORE MILES WITH MANSFIELD S 


















Made for 
YOUR 





CUSTOMERS 


vee customers are your most valuable business asset. 
Their confidence in you and your merchandise is the basis 
for all your profit—all your success. 

What kind of tires do you sell them? 

There’s no longer any secret in making good tires, but there 
is a difference in tires. 

Some manufacturers build for their own profit, some build for 
price, some for discounts. 

Mansfield builds for mileage—for dependable service, for 
honest value. Every Mansfield Tire is planned and constructed 
to make good our pledge to your customer—“More miles 
with Mansfields.” 

Volume large enough to keep costs down—buying power 
great enough to secure the choicest materials—a modern, 
efficient plant—these make it possible for Mansfield to offer 
you a proposition of unusual attractiveness. 


See your Mansfield distributor today or write direct to us for details. 


THE MANSFIELD TIRE & RUBBER CO., Mansfield, Ohio 





. TIRES 











MANSFIELD 








HARDWARE AGE for SEPTEMBER 18, 1930 














You may never have seen him 
but he’s 


WoRKING FOR YOU 





You pay him less—far less—than the weekly 
wage of an office boy. Yet he can be—often is— 
the most valuable man on your payroll. 


He is the Editor of your business paper. 


He knows your problems—senses your needs. 
He is gathering now the facts that you will be 
asking for tomorrow. 

He combs for you the farthest reaches of your 
industry or business or profession. Through his 
staff members he penetrates original sources— 
travels endless miles, makes countless interviews. 
He brings to you, wherever you are, the first au- 
thentic news of new prices and practices; new ways 
to speed production, cut costs, increase profits. 


Each week or each month he lays-upon your 


y desk a report such as you could not possibly 
Aly) ¥O- 


afford to have compiled exclusively for you. 


Tus SymsBo. identifies an 


por atcha ne Sa In times like these every man in the business 


honest, known, paid civen- world must work harder, think harder, lean 
lation; straightforward 

business methods, and edi- harder on dependable employees. Lean a little 
torial standards that insure ? 
reader interest. .. These are harder on the most valuable, yet least expensive 


the factors that make a val- 
uable advertising medium. 


man on your payroll, Read your business paper. 


+ + + 





THE ASSOCIATED BUSINESS PAPERS, INC. 


TWO-NINETY-FIVE MADISON AVENUE - NEW YORK CITY 
ee eee 
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You CAN PROVE IN ONE MINUTE 















— these points of superior 
quality in Cyclone Wire 
Screen Cloth 


They look for the 
“Red Tag” — the 
mark of quality 


The advantages of Cyclone “Red Tag” Wire Screen 
Cloth make strong selling points because your customer 
can see them with his own eyes'and appreciate their values. 


Point out the flawless, even weave—the result of the 
most modern manufacturing processes. The uniform 
light gray color indicates the density of the pure zinc 
coating—applied by a recently developed process per- 
fected by Cyclone engineers. No chance for rust to start. 
Also furnished painted black. 


Cyclone Wire Screen Cloth is made of even, full-gauge MADE IN 3 MODERN PLANTS 
wire, Easy to handle—lies flat, no curling. Made only Cyclone “Red Tag” Wire Screen Cloth is made in 
in Cyclone factories and sold only under the Cyclone ? eee et Oak ane pte tnaane rs See 


, ities and devoted entirely to the manufacturing of 
name. 100 ft. per roll. 18 to 48-inch mesh. Cyclone Wire Screen Cloth. Each is equipped with 


a new galvanizing plant designed especially by 


It is our policy to distribute through the jobbing trade. Cyclone Engineers and Oe ae ee 
However, some jobbers are not in a position to handle aaa - a en ill 
Cyclone Wire Screen Cloth. If your jobber cannot sup- 
ply you write us direct. We will ship a roll or a carload 


to you from our nearest plant or warehouse. 


















Cyclone 
Lawn Fence 


Branded by a new 
process for your 
pa. Metal 
ed Tags woven in- 
to fabric at factory. 
Extra cable at bot- 
tom. Highest Qual. 
ity. Order from 
your jobber, 


Cyclone 
Catch-All 
Basket 


A good all-year 
seller. Approved as 
safe rubbish burner 
by fire officials. Sell 
it to schools, of- 
fices, homes, etc, 
Order from your 
jobber, 
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CYCLONE FENCE COMPANY 


General Offices: Waukegan, Ili. 
Branch Offices in All Principal Cities 
Pacific Coast Division: STANDARD FENCE COMPANY, Oakland, Calif. 
SUBSIDIARY OF 


» UNITED STATES STEEL CORPORATION 23S 





WIRE SCREEN CLOTH 


© C. F. Co. 1930 








PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES CF UNITED STATES STEEL CORPORATION: 


American Bripce Company 
AmeRICAN SHEET AND TIN Pirate Company Cotumsia Steet Company Ixirnois Stee, Company 


American Steet AND Wire Company 
Pacific Coast Distributors — Columbia Steel Company, 


Carnecie Steet Company 


Crctone Fence Company 
Russ Bldg., San Francisco, Calif 


Nationa Tuse Company 


Feperat SHIPBUILDING AND Dry Dock Company Tue Lorain Steet Company 
Tennessee Coat, Iron & R. R. Company 
Universat Atitas Cement Company 
Export Distributors—United States Steel Products Company, 30 Church St., New York, N. Y. 
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— 8 painters out of every 10— 
men whoknow paint from mixing 
to brushing—use Dutch Boy White 
Lead, it must mean two things: Dutch 
Boy White Lead makes a superior paint; 
and the dealer who handles it is as- 
sured a substantial Dutch Boy business 
year in and year out. 

Dutch Boy White Lead, obtainable 
both in heavy paste and soft paste form, 
is pure white lead. Comes in 100 pound 
steel kegs, 50, 25, 12% pound steel 
pails. As a guarantee of purity, the 
Dutch Boy trade mark is on every keg. 








NATIONAL LEAD COMPANY 


New York, 111 Broadway—Buffalo, 116 Oak St.—Chicago, 900 
W. 18th St.—Cincinnati, 659 F; Ave.—Cleveland, 820 W. 
Superior Ave. — St. Louis, 722 Chestnut St.—San Francisco, 
2240 - 24th St.—Boston, National-Boston Lead Co., 800 Albany 
St.—Pittsburgh, National Lead & Oil Co., of Pa., 316 Fourth 
Ave.—Philadelphia, John T. Lewis & Bros. Co., Widener Bidg. 
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Murphy Da-Cote Enamel 


has now been made 4-hour dry at lower 
prices—and without sacrifice of quality 


(Full protection given on all old stock) 
URPHY has achieved it! Without any sacrificeof quality, 
Da-Cote, the standard of fine enamels, is now 


(wm 
| M being produced in a 4-hour dry. And on top of 
this accomplishment, it has been lowered in price. 

Four-Hour Da-Cote is both durable and beautiful. Its long- 
wearing, high gloss finish is perfect in every way for woodwork, 
furniture, and all indoor uses. Four-Hour Da-Cote is also excep- 
tional in its ability to stand up in the severest outdoor conditions. 

Da-Cote at the new prices (sent on request) comes to the 
dealer on a generous rebate proposition that gives the necessary 
help with the stock of the old type Da-Cote. 

_ Here is the enamel line with which you can get the very most 
out of the increasing business of selling to home decorators. 
You will find it not only profitable business, but also good-will- 
building business, because of the extreme quality of the product. 


Get in touch with our local distributor or send to us for 
further information. : 

















MURPHY VARNISH COMPANY 
NEWARK CHICAGO SAN FRANCISCO 


ESSEX VARNISH COMPANY, (Associate Company), NEWARK 
Baking Material Specialists 


RR mmm 
MURPHY FINE FINISHES 


Famous for 65 years among architects, master painters and makers of products requiring a fine finish 
Transparent Interior Varnish Transparent Floor Varnish Transparent Spar Varnish Four-Hour Varnish 
Airplane (Super) Spar Varnish Quick White Enamel for Master Painters 
Muronic Enamels Durable Floor Lacquer Waterproof Mixing 


me 
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and 
Seven 
Turn- 
overs 
a Year 









Interior view of the store of the Farmers’ Co-Operative Store Co., at New 
Lexington, Ohio. R. V. Diller, manager, wrote the letter quoted below. 








NKNOWN brands may seem to offer a wider margin of 





profit, but experience shows that real profits — the profits 





from volume sales — come from selling articles which the 






public knows, wants, and buys with confidence. 






Convincing evidence of the truth of the above statement is afforded 





by the experience of the Farmers’ Co-Operative Store Co., of New 






Lexington, Ohio (Population 3,157). 






A recent letter states: ‘‘Our annual turnover average since Feb- 


ruary 4, 1925, date of original investment of $194.27 in P&L prod- 






ucts, to date, is seven plus . . . turnovers have been as high as eight 





in one year... had a splendid six months business (June 1930), 






principally on ‘“61’’ Quick Drying Varnish, Clear Gloss, Dull and 





’ 


Colors.’’ The rate of turnover is significant, as the store policy since 


1929 has been ‘“Terms Cash.’’ 







Business like this may be yours. Write for the whole story — let us 





tell you all the advantages of a P & L dealership. 







PRATT & LAMBERT-INC., Varnish, Enamel & Lacquer Makers, 114 Tonawanda 
Street, Buffalo, N. Y. In Canada, 20 Courtwright Street, Bridgeburg, Ontario 


PRATT & LAMBERT VARNISH PRODUCIS | 
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anize 


steps out to help 
fall business... 


BECAUSE there never was a better time in its history, the Boston Varnish Company is 








oe ee 





going to reach a nation-wide audience through fall advertising. It believes that vigorous 
merchandising during the coming months will richly repay the effort put into it. It is 
backing up this belief and its dealers with an entirely new series of advertisements. 
The Saturday Evening Post has been selected to carry the Kyanize messages to a large 
national audience. This series of advertisements is highly seasonable in its appeal, and 
brings to bear the strongest possible selling arguments for the use of Kyanize products. 
e The Boston Varnish Company believes that business conditions will be favorable 
during the coming months. It believes that with its advertising support, its dealers can 
build up an excellent season’s business. There are strong indications that the public will 
have adequate money to spend on things that add to the comfort and satisfaction of 
living. Certainly Kyanize products, which can make every home more attractive, should 
win their full share of public patronage. @ We invite all dealers who would like to 
enjoy their share of Kyanize business during the coming season to communicate 


with us at once. 


Boston VARNISH COMPANY 
Dept. B-1, Everett Station, Boston, Mass. 

Gentlemen: Please send me the complete details concerning the handling of 
the Kyanize line. 











Name____— Street___ 





City State 
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Out of the tons and tons of ashes that must 
soon be handled, will come extra—better— 
profits for the hardware dealers selling 


AV Wa te ole a) 
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BETTER CANS 


WITT Better Cans sell- easily. Thousands of 
users—everywhere — willingly pay more for 
these extra value, longer life cans and pails. 

Heavy beaded bands riveted top and bottom 
add strength. Side seam is double locked and 
welded. One-piece bottom seamed to body. 
One-piece, snugly fitting covers. Handles 
riveted on. Hand hot-dip galvanizing makes 
them rust-resisting and liquid tight. 

If you haven’t the new WITT Catalog, write 
for your copy now! 
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WITT Cans— Ash, 
Garbage, Roller, Hoist- 
ing Cans—and Gar- 
bage Pails are guaran- 
teed to outlast 3 to 5 
of the ordinary kind. 
Hecheepine by Good 
Insti- 
tute and iaetits 
Proving Plant. 
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BRIGHTON 


CANS and PAILS 
Made especially for customers who THE WITT CORNICE COMPANY 


want better than the average at Can Specialists since 1899 


mpetitive prices. Ideal f 
cial oi ‘ Se one 2114 Winchell Avenue Cincinnati, Ohio 
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Introducing 


EAGLE Compressed 
LEAD HEAD NAILS 


MADE BY COMPRESSION PROCESS [m~ aN Sx 


~~ 
. PURE LEAD EVENLY DISTRIBUTED SS 


Midd it 


- NEAT AND COMPACT—NO WASTE 
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Sealed with LEAD 
ethe perfect protection 








@ And now Eagle-Picher introduces the 
new Eagle Lead Head Nails, made by the compression process, which 
produces a better nail than has been hitherto possible. 


The value of using lead headed nails in the erection of steel roofing or 
siding has long been recognized. Lead protects the nail head from rust 
and seals the nail hole, adding life to the roof. 





By the new compression process, cold lead is forced under two tons 
of pressure to envelop the nail head. The lead is evenly distributed on 
top, bottom, and sides, and stays on under the most vigorous driving. 


Ask your jobber 


for a sample— 


Eagle Lead Head Nails are neat and compact. In the 134-inch Bright Of write us for free 
style they run 90 to the pound, and one pound is sufficient for one Aescriptive folder 


square of corrugated roofing. Made in five convenient sizes,1% to 24 


inches, Bright and Galvanized. 


We also supply Eagle Lead Washers. Free sample on request. 


THE EAGLE-PICHER LEAD COMPANY : Chicago - Joplin - Cincinnati 


Complete stocks and service also available from St. Louis, Kansas City, Dallas 
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if you appeal to your 
Customer’s PRIDE! 


A CUSTOMER buys a can of paint or varnish. Shoot- 
ing for the extra sale you suggest the right brush for 
the job. An objection is raised to the price .. . and 
then what happens? 


If you let him take a cheap brush you both lose. Often 
the mention of just one good reason will clinch the sale 
of a better brush . . . Point out the fact that the brush 
is every bit as important as the paint—that a good 
brush makes any paint job look better, no matter who 
handles it. 


You'll find that it is easier to sell the better brush if it’s 
a RUBBERSET. People know that name. Often it’s 
the only brand name they can mention. They know it 
means a brush with “bristles that can’t come out”... 
Put a RUBBERSET into the customer’s hands. Let him 
feel it—that helps make sales. 


RUBBERSET makes the right brush for every need ... | 


at the right price . . . and with a good profit for you. 





How the Better Brush Proves its Worth— 


1 It makes any paint It produces a more 
or varnish job look uniform paint film and 
better. more uniform color. 

7 It reduces the chances 
of spattering and 
streaking. 

It saves both paint and $ It makes sharper and 

time. cleaner edges. 

Q It lasts longer than 
several cheap brushes. 

10 It’s easier to clean and 


It won’t shed its bris- keep in good work- 
tles. able condition. 


RUBBERSET 


It makes painting 
easier. 


It produces a more ad- 
hesive, durable coat. 
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TRADE MARK 


PAINT AND VARNISH BRUSHES 
“The World’s Standard” 


RUBBERSET COMPANY, NEWARK, N. J. 























SAFE 





STURDY 


STANDARD 
For 75 Years 


I Adee, & 


LADDERS 


are not ordinary 
ladders. They are 
unusually well de- 
signed to place the 
strength where the 
stresses and 
strains come and 
for easy handling. 


They are well built 


_and tightly fitted 


to give rigidity 
and durability. A 
complete line for 
all purposes. 


Extension Ladders 
Straight Ladders 
Step Ladders 
Orchard Ladders 
Window Cleaner’s 
Ladders 
Trestles 
Extension Trestles 
Extension Planks 
Toothpick Stages 
Swing Stage 
Platforms 
Scaffolding 
Interior 
Scaffolding 
Adjustable Jacks 
Etc. 


RELIABLE 


(Write for illustrated catalogue and prices) 


THE JOHN S. TILLEY LADDER CO. 
Watervliet, New York 
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These unusual qualities| 








give LITHOPONE-ZINC OXIDE PAINTS | 


TK TURADVER 


Lithopone=Zinc Oxide paints are no shelf warmers. They 















move fast. Into every can is packed the things that make 





paint good paint. Lithopone=Zinc Oxide paint is a scientific 





combination of pigments and vehicle which produces 






the results your customers demand. 


With Lithopone=Zinc Oxide paints your customers can 






have any of the popular tints or white—in interior or 





exterior finishes —but most important, regardless of the 





shades they may select, your customers can be sure the paint 






will hold its original clearness and brightness for its full life. 











If a customer is interested chiefly in durability, you can 
tell him that Lithopone=Zinc Oxide paints offer the maxi 


mum resistance to changes in climatic conditions—industrial 







gases—the sun’s ultra-violet rays—and all other destructive 





weathering agencies which ruin the ordinary paint film. 





You can also tell your painter customers that they could 





not buy a more economical paint from the standpoint of 





covering power than a Lithopone=Zinc Oxide paint. 
There is an interesting story, and a profitable one, contained 

in the booklets ” Lithopone and Its Part in Paint’ and ” Zinc 
Oxide and Its Application to Paint”. Send for free copies. 


The New Jersey Zinc Company 


160 Front St. New York 
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ACompanion Product 
to Plastic Wood 


1) | 
i) ih Hu! 
Muh Hil 


When fishing around for 
CANTON a BRUSH that will give the 


Painter a run for hig money 


CRACK FILLER g ybristo iva Strike! 


a is a quick drying, economical filler for 
‘larger cracks and holes where a solid wood 1. The Split Flag hog bristles mean 

finish is not essential, It comes in powder 

form, to be mixed to a paste with water. 

It will appeal to the painter and carpenter 
who wants a standard filler that can be relied 2. These same carefully selected 
on, and sold at a moderate price. It adheres 
firmly, does not shrink and dries to a natural 
wood color. paint coverage, and quicker work. 

For the householder, Canton Crack Filler 
affords a clean quick method of filling blem- 
ishes — baseboard cracks, floor cracks in the 
cellar, pipe holes and other crevices that are set in vulcanized rubber, they 
unsightly and unsanitary, and where Plastic will not pull out. 

Wood is not necessary. 

Sell Canton Crack Filler with Plastic Wood. 

We have circulars for your distribution to It will pay you to standardize on Rubristo Brushes. 


assist you. Send the coupon for sample of Can- Send for our illustrated catalog. 
ton Crack Filler to learn how practical it is. 


In Three Sizes 


11b.-30cts. 2lbs.-50cts. 5 bs.- $1.00 HANLON & GOODMAN 
Packed 12 cans to a carton COMPANY 


Dealer’s discount 33 1/3% 
342 Madison Avenue, 








longer brush mileage. 


bristles mean better work, better 


, 3. Since the bristles are properly 


NEW YORK CITY 


Addison Leslie Co., 
1 Bolivar St., Canton, Mass. 


Kindly send samples of Canton Crack Filler and cir- 
culars for our consideration. 


Name 





See ee 
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ical cities give 
these averages and comparisons: 


1st.Grade Paint 












fwist.Grade Paint 
: - vs. 2nd.Grade 


dealers from50 typ 
ud dolor resulting i in 


2nd.GradePaint 


ise 0 91 220 Se Pree 


Gallon 





fee See 


2 soa HOT 


Rogers tee tno 12% 16% Sooyatouse 


23 A887 
466 
rotai 19548 





4500-'270 
66> 
191 191.61 Total 


snore 


°-— 
But-how longwill each job last? 
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onty 3.87 f first cust 





of economy and 


and protection/ 





| Forget cidacesunen | 











let the “Cheap-Paint Humbug” 






get the profits 
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MASH him with the facts of this Cost 

Chart. Show your community the 
real truth about paint costs—how cheap 
paint costs $283.55 more in five years and 
saves only about $4.00 on first-cost! 
The Pittsburgh Plate Glass Co. helps you. 
A big advertising campaign based on this 
Cost Chart brings every paint user in your 
town face to face with the 
actual savings of quality paint. 


Tie up with this big selling plan — send today 
for the Sun-Proof Dealer Proposition and 
Booklet —“Swat the Cheap-Paint Humbug.” 





DITTSBURGH 


Pet Products 
"3 


Portland, Ore., 


Los Angeles, a 
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Net Weight 2/2lbs. 
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ECORA 


ERFECT 
ATCHING 
LASTER 
Seoms ree enaere co. | ] 
/ELPHIA, PA.| 
Up , Est. 1662 by Smith Bowen y, 
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like a skyscraper when you consider 
that every householder needs a car- 
ton and the profit is generous. 
Fine for repairing cracks in plaster 
or tile. Cartons of 2% to 15 Ibs. 
Write for samples and prices to 
Pecora Paint Co., 4th Street and 
Glenwood Avenue., Philadelphia, 
Pa. Established 1862 by Smith 

















LiNGERWETT 


REMOVE 


We stand squarely back of every can 
of Lingerwett Remover with an uncondi- 
tional guarantee. 

Strong full page advertising continues, 
month by month, to create an increasing 
demand for America’s largest selling 
remover. 


THE WILSON - IMPERIAL CO. 
Newark, N. J. 


WATING 
ADAMS 


BRUSHES 


STANDARD SINCE 1808 





) 











DO YOU KNOW 


that aggressive hardware dealers 
are increasing their annual profits 
by selling the quality line of 











Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 

For instance, on pages 7 to 79_it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 

Then, the Hardware Retailers on pages 80 to 353 who are 
rated 1, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 


_Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 

5, 10, 25¢ to $1.00 Syndicate Stores carrying hardware. 
Department Stores carrying hardware and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 

Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen's calls. Every manu: 
facturer’s sales manager should have one on his desk, and 
every salesman could profitably carry a copy in his grip. 
Since the previous issue was published there have been 
more than 10,000 additions and corrections, and these all 
appear in the Tenth Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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Law against 
Selling that kind of 


Garage Door Hardware 


An economic law that forbids the sale of garage door in- 
stallations that balk, stick, jam or in any other way cause 
dissatisfied customers. The penalty for breaking it is un- 
usually severe—one to ten years at hard labor with con- 
stantly decreasing profits, then failure! There’s no 
clemency to be had in a Bankruptcy Court. 


There’s no escaping it—the hardware merchant who in- 
tends doing business at a profit will start his merchandising 
program at the moment he decides upon the line he is to 
stock. He will inquire more closely into the reliability of 
the company manufacturing it, their ability to serve him, 
the quality of the materials they use, the principles upon 
which their product depends for its successful operation. 
In the matter of garage door hardware, he will choose 
ALLITH because ALLITH installations are noted for their 
easy, trouble-free, never-failing performance—because they 
wear longer, withstand abuse better and give customer- 
making, profit-building satisfaction. 


Write for our catalog today. 








ALL-PURPOSE ... 


WOOD 
CEMENT 
CONCRETE 
LINOLEUM 
COMPOSITION 
HOME OR FACTORY 


Reduces Stock and Satisfies a Varied Demand 


QUALITY—PRICE—PROFIT 





ALLITH-PROUTY COMPANY 


Danville Illinois | 


Manufacturers of 


Garage Door Hardware 
Rolling Ladders 

Spring Hinges 

Airport Door Hardware 
Industrial Door Hardware 


Fire Door Hardware | 

Overhead Carriers | 

Door Hangers | 
Malleable Iron Washers 

Stadium Seat Brackets 

| 

Certified Malleable tron Castings | 

Manufacturers of the finest line of Airport and Garage Door Hardware | 


 Alllith 











Recommend Them 


Write for Color Card 40-BF and Prices 
Paint Sales Department 


JOSEPH DIXON CRUCIBLE 
COMPANY 


Est. 


Jersey City, N. J. 


IXON S 


INTENANCE 


4 
| 
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MARK 


that’s what you're 
in business for! 


A ND the way to get more of your customers’ money is to 

give them more for it. 

There is a wing army of hardware dealers who have , 
found one aie ie this onik do it profitably. These dealers Ask your Jobber 
are offering their customers.Exeelsior Paint and Varnish for prices 
Brushes—brushes that, though moderate in price, have 
quality that is hard to find in many of even the most expen- 
sive makes of brushes. 

Despite their moderate prices, Excelsior Brushes are made Manufactured by 


of the very finest imported Chinese bristles, set in a vice-like Edward- E. Robinson 


grip of vulcanized rubber. 
It is only by the unique manufacturing methods of Edward 347 West Broadway 


E. Robinson that such a price-quality combination is possible. New York City 


m andhew MYERS 


House Pumps areBetter 
Built Than Ever Before, 


All over the land and right in your own locality house pumps 

continue to play an important part in pumping water for 

homes and farms. Like all of the other Myers Products 

PATENTED j j Myers House Pumps continue to grow in favor with all 
COG-GE AR classes of users. Better built for better service, neat of design 
i and attractively finished, with many improvements to provide 





more water with less labor over a longer period of years, they 

are easier to sell and the profits are more satisfactory. Stock 

one or more styles today and let them prove their own merits. 
a i. Write or wire. 


"| nae : “ ‘ 
—wn : 4; 
/ | . Wa FIG.I675 FIG2383 FIGIG65 FIG.1746 


——_ a\ ff | y ney | {Wid ¢ | 
= YY in | Y ql 
SECTIONAL VIEW Y y + | | iz | E \ 
cock SPOUT ond X | 
Poms PATENTED 7 


GLASS FE.MYERS & BRO.€2. 


BRASS [Je \WALVE SEAT ASHLAND, OHIO. 
\ Years of MYERS HONOR-BIL_PUNIPS for rery Purpose 


CYLI N DER K eee WATE SYSTEMS WAT end GR HANGERS - STORE LADDERS, Etc. 








PER FECTION STOVE COMPANY 


NCORPORATED 


CLEVELAND. OHIO 


September 2, 1959 


To perfection Dealers: 


we have been working towards an oil burner 
for a cook stove that would give the speed of a stan- 


dard city 68S burner and be economical in the use of 


kerosene" purner that we could place on all our 


popular priced lines at no increase in cost. 


For years 


s ago our engineers completed the 


Less than three month 
system of air control 


perfection of a burner with a new 
that does these amazing things: 


@-- Produces cooking speed actually faster 
than the standard city gas purnere 


s a speed 30% greater than the old 
Perfection burnere 


. eo Bring 


eee Actually burns less fuel per meals 


er gbsoletes all earlier oil 


This revolutionary new burn 
stove improve~ 


stoves. 1 consider it the greatest oil 
ment in 25 yearse 


Now we offer it on the complete 1931 line at no increase 


in list price. 
p @ tremendous medium and low 


This new burner will open U 
1931 is going to be a big year 


priced oil stove markets 
for Perfection dealers» 


Sincerely yours. 
y 


president 








> i Ve 





12 





GREATER OVEN SPEED 
—QUICK EVEN BAKING 


PERFE 


NEW TILTING DRUM 
—EASY TO 
—EASY TO CLEAN 


High-Power features that make this the 
Greatest Oil Stove value of all time. 


High-Power cooking speed—faster than 
standard gas burners. 

30% more heat—boils 2 quarts of water in 
less than 9 minutes. 

New economy—actually uses less fuel per 
meal. 

Cone-top heat diffusion—cooks evenly 
without slow edges. 

New Tilting Drum—easy to light—easy to 
clean. 

Guaranteed control—High-Power flame 
never grows. 

18% greater efficiency—new system of air 
control. 

New oven speed — ready for baking in 6 
minutes. 

Embossed, enameled window frame — for 
greater visibility, durability, cleanliness. 
New boil-over baffle — food cannot plug 
base holes. 
11. Front face hand wheel—new conven- 

ient position. 
12. New frying speed—cooks an inch- 
thick stéak well-done in 10 minutes. 





PERFECT HEAT SPREAD 
NO CENTER SCORCH— 
NO SLOW EDGES 


LIGHT 














s the 
me. 
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30% more cooking speed .. burns less fuel 
per meal .. on all Perfections . . even the lowest priced 


iy HERE! Faster than standard city gas — for it immediately broadens the whole as- 
burner speed in moderate and low priced _ pect of the oil stove market. 

oil stoves. Speed and Tilting Drum conven- 
ience heretofore associated only with the 
highest priced ranges now available to every 


A new production set-up made possible by 
Perfection policy of standardization places a 
set of new burners and color on every unit 
oil stove user. without one cent increase in selling price. 
Women have been toiling for years 
over old fashioned stoves simply be- 
cause they were not convinced that 
they could get any greater perform- 


ance value at a price they could pay. PERFECTION 







Think what the speed and convenience 
of this newly invented burner wil mean 
to them. Think what it means to you 


Sia diselenide IIE Neti, tenet Let Dee’ 
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HIGH BOILING SPEED— 
FASTER THAN STANDARD 


CITY GAS BURNERS 


OTM Lite ee ac 








spreads to 
price level 


No. L-519. . . $75.00* 








No. R-619 . . . $85.00* No. 503... . $30.00* No. 514... $55.00* * 
*Prices slightly higher in South, West and Canada. Small financing charge on deferred payments. 
The Superfex Burner with the automatic wick stop, in a line of de luxe ranges and flat tops will remain 


for those who want the best. And the Puritan Short Drum in a line of ranges and flat tops all beauti- 
fully colored for the customer who wants the flame “close up” will be available. See our complete catalog. 


ONLY PERFECTION OFFERS EVERY ADVANTAGE TO DEALERS 
Complete variety and wide price range. Ample profit margin and dealer bonus. 
Demand — three out of five oil stoves Financing for deferred payment sales. 


sold are Perfections. Perfection and Puritan Oil Stoves and 


Biggest advertising campaign on any Heaters are sold only through retail 
liquid fuel stove. dealers, not through mail order houses. 


PERFECTION STOVE CO. 


CLEVELAND, OHIO 














A Christmas Tree Holder 
That Is a Foundation 


“The Best Christmas Tree Holder on the Market” 
has been the opinion of so many of our customers 
that we feel others should know about it. 


. Three ribs cast in the inside bowl keep the tree 
from turning. 


. Three thumb screws clamp the tree so that 
small trees fit as readily as large ones. 


. The bowl is of one casting and will hold water. 

. Three legs spread to reach the points of an 18” 
equilateral triangle forming a broad base upon 
which the tree may rest. 


. Rubber shoes prevent the holder from slipping 
or scratching the floor. 

. The leg castings are ‘“‘T’’ shaped, affording a 
re-enforcement that prevents breakage at the 
points of strain. 


. The legs fit securely to the bowl by means of a 
beveled wedge-shaped socket. 


. The same screws that hold the tree in position 
serve to hold the legs from falling out when 
the holder is lifted from the floor. 


. Each leg has a lock hook that fits half way 
around the screws. 


Place Your Order 
Now 


Write 
For Prices 


ARCADE fray 


Areade Manufacturing Co. 
Freeport, Hlinois 


REPRESENTATIVES: 
Dallas J.. T. Rowntree, Inc. 


New York 
200 Fifth Avenue D. D. Otstott, San Francisco Portland 
Chicago Inc. Los Angeles Seattle 
553 W. Randolph St. Santa Fe Bldg. Salt Lake City Denver 


BRANCH OFFICES: 
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BIGGEST OF 
ALL--EXCEPT 


in SIZE - - - 





No. 94 
Casement Operator - - 


Embodying the desirable features of any 
worthwhile operator—adding important points 
of its own—the Rixson No. 94 is still among the 
smallest in size. In a case about the size of a 
penny match box this powerful little device is 
easily mounted on stools as narrow as 1 inches. 
Three and a half turns of the handle fully open or 
close the casement through 90°, while the mech- 
anism is automatically locked wherever left at 
rest, preventing rattling, and barring thieves. 
You are truly serving your customer’s interests 
when you stock and sell the “94.” 











The Oscar C. Rixson Company 
4450 Carroll Avenue, Chicago, III. 


New York Office: 101 Park Ave., N. Y. C. 
Philadelphia Atlanta New Orleans Los Angeles Winnipeg 


You can stake your reputation 














Builders’ Hardware 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 
Butts, Pivots and Bolts 
Door Stays and Holders 


Overhead Door Checks _ 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 
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ele 
73 Years ExPERIENCE—as manufac- 
turers of high quality saws. 

eZe 
Tue Best MateriaL—SILver STEEL 
Atkins’ exclusive formula. 

eBe 
Unirorm TemPper—no soft or hard 
spots, holds tension. 

e4e 
Perrect WorkmMansHip—the best 
brains, skill and money can produce. 

e5e 
Exciustve Features—in both design 
and finish are exclusive with Atkins. 

eGe 
Errictency—cuts faster because of 
sharp, correct shaped teeth and 
grinding. Te 
Lone Lastinc—Sitver STex1 lasts 
longer than ordinary saw steel. 

eBe 
User Protectep—every Atkins 
product has the maker’s name clearly 
etched in the blade and is a positive 
guarantee of satisfaction. 

eDe 
Streapy Demanp—resale value of 
Atkins Saws is greater than just 
ordinary saws. 

e106 
DistrisuTIon — Service Plants: 
Atlanta, Chicago, Memphis, New 





San Francisco, Vancouver, B. C., 
and Paris, France. Factories: 
Machine Knife, Lancaster, 

N. Y.; Grinding Wheel, 

Detroit, Mich.; Cantol 

Waz, Bloomington, 

Ind. Canadian, 

Hamilton, 

Ontario. 


Orleans, New York, Portland, Seattle, : 


ai Pha, 
ATKINS 
iw 


FAMOUS SELLING 
REASONS 


for those who 
sell ATKINS 


The Demand 
is for ATKINS 


No matter what kind of a saw you have a 

call for, you can fill the order with an Atkins. 
Crosscut Saws are no exception. Users like them 
because they are of Sitver STEEL, which holds a sharp 
keen edge longer, cuts fast, free and easy. SILver STEEL 


Crosscut Saws are Segment Ground, an exclusive Atkins 
grinding feature that cannot be duplicated. There is an es- 
pecially designed saw for cutting any kind of timber. ‘ 
Stock Atkins and meet the demand we are creating by our 


The Saw 
with the 


Blue Stick the Farm book—also Window Display. 


ATKINS 


INDIANAPOLIS, 


advertising to the users. Write for Crosscut Saws and Saws on 


AND 
COMPANY 


INDIANA 
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Every business man knows the 
Help Them Save value of time—as applied to 


That 55 Cents his own business. Mighty few 


are as well informed in regard 
to other people’s time. According to Gilmore Iden, Direc- 
tor of Public Relations, American Institute of Steel Con- 
struction, Inc., in an article appearing in Nation’s Busi- 
ness: “It is not only uneconomic to waste the dollars 
and time of a seller, but it is equally uneconomic to 
cause similar wastes to the purchaser.” He goes on to 
say: “Even the housewife’s time has a dollar value. 
A recent analysis showed this time to be worth 55 cents 
per hour. When a salesman jams his foot in her front 
door and persists in talking an unwilling sale to her, he is 
not only wasting his own time, and the time of his em- 
ployer, but is responsible for a loss of 55 cents an hour 
to the housewife.” 

If there are Glorified Peddlers operating in your dis- 
trict, it might be well to call attention to that 55 cents 
an hour. Meantime arrange your store and conduct 
your own business in a way which does not encroach on 
the time of others. At 55 cents per hour, a good mer- 
chant can save a lot of money for properly informed 
housewives in his trade territory. 


Th M -_ The United States Department 
e oney I Of Commerce estimates the pres- 


Miniature Golf ent investment in miniature golf 

courses at approximately $25,- 
000,000. This figure is based on an estimate of 25,000 
such courses in this country. Meanwhile the “craze’’ is 
still on and hundreds of new courses are being con- 
structed each week. Will Rogers rightly dubs the 
movement a “godsend to vacant lots.” 

So far the trend has produced much new business for 
manufacturers, wholesalers and retailers. It has ac- 
counted for heavy sales of pipe, concrete, lumber, light- 
ing equipment, fencing, golf balls and putters. In 
addition it has encouraged many people to “take up” 
regular golf and invest in golf equipment. 

How long the present popularity of the game will con- 
tinue is problematical. It may hang on for years, and 
it may last only for another season. The public is fickle. 


It often changes its mind without any rhyme or reason. 

If miniature golf is a “feeder” for your sporting goods 
business, it behooves you to make hay while the sun 
shines. 


As the number of automobile 
Cold Feet and manufacturers providing rear 
Lost Sales 


view mirrors as standard equip- 
ment increased, over-the-counter 
sales diminished and became a very limited replacement 
business. Many retailers discontinued the line entirely. 
With this development came keen competition for those 
large orders placed by the car makers. Today every 
make of car comes equipped with a mirror, quality being 
governed by the price of the car. With current sales 
70 per cent for the cheaper makes it is fair to assume 
that mirrors furnished are relatively low in cost. 

A few enterprising retailers are featuring better grade 
mirrors, selling from $3.50 to $12. These are larger, 
better and give the motorist full value. The sale of these 
high priced mirrors has been very good. The net result 
of this entire chayge is that while sales of the cheaper 
mirrors selling from 50 cents to $1.50 have about dis- 
appeared, dealers without cold feet are doing a good 
mirror trade at fairly stiff prices, making larger indi- 
vidual sales and more profit on fewer transactions. 
Radio prices are supposed to be demoralized. In every 
city standard models are offered at ridiculously low 
prices. As this practice continued the cold feet type of 
manufacturer and dealer got out from under and as in 
the case of the auto mirrors decided that the profitable 
sales possibilities were over. 

From the leaders of the radio industry, however, have 
come radio sets priced even higher than former models. 
Remote control and further refinements of tones are 
offered in the latest models. For many. these new radios 
will bring bigger and more profitable sales. 

The history of these two merchandising examples is 
paralleled in many other lines. Just as soon as the weak 
sisters get tired of the strain and “scared” at the flurry of 
price cutting, along come the big strong men putting 
out something better for which they get higher prices 
and longer margins. 
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This BOOK works for YOU! | 
It Sells, TOYS for Retailers. 


















































_ Every child that sees 
this Book WILL SELL 
TOYS FOR YOU.... 
32 PAGES 


UpoZ: = This is the 4th year for 
OF TOYS Fa ¢/ gle 
wy\ the TOY PARADE-—each 
VIVIDLY RAB 
PF FAA more successful—ask for 
IN THEIR JL Quen “What Retailers Say” 
/Nou dey Ne Ry NSA, The Hibbard Plan 
aan 6S SKS) OHelps to SELL!... 
\Ai iN Hibbard prints the book, 


imprints your name and you 
distribute it to your customer 








a ou ut 
wed or 
buy your TOYS from ERS aq, The TOY PARADE — 


HIBBARD \. 


S 


Co-operate with the Wholesaler Who Co-operates with You 


HIBBARD. SPEAR BARTLETT © 


211 EAST 
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APPROPRIATE 


~ Cotor sCHEMES 


for Delivery Trucks 


TIMULATED by the lead- 
ership of smart retail shops 
catering to women of taste 
and discrimination, new re- 
quirements in commercial 
delivery trucks have come 
into prominence. They are now 
built and finished in keeping with 
the character of the establishments 
that they represent. Living stand- 
ards require beauty as well as 
utility even in the vehicles that de- 
liver our daily needs. Such deliv- 
ery units combine the utmost in 
simplicity of design with maximum 
utility and eye appeal through the 
effective employment of color. 

The through moulding feature 
and the use of closely related col- 
ors of a single hue (chromatic se- 
quence) provide an effect of pleas- 
ing unity in the outward ap- 
pearace of the- commercial car 
body. Style and distinction are 
the keynotes of progress in the 


delivery car field. Women are 
appealed to most generally by 
pastel shades. The many shades 
and tints of color available for 
commercial vehicles offer wide 
choice to the delivery truck owner 
and afford a rare opportunity to 
express individualism as well as 
associative value to the trade mark 
appearance of delivery units. 

Such greens as: Ledo Green for 
the body panels and wheels in com- 
bination with Virginia Green for 
mouldings and fenders, simple uni- 
form letters and stripe in Yellow 
Violet are crisp and scintillating. 

Green Greys such as Congo 
Smoke for body panels and wheels 
with moulding and fenders in Can- 
yon Tan. Stripe and lettering in 
Pale Gold Bronze will prove effec- 
tive. 

Brown Greys such as Driftwood 
Smoke for body panels and wheels 
with Boone Brown for mouldings 





and fenders with stripe and letter- 
ing in Montmartre, a deep, brown- 
ish hue of orange should prove un- 
usual and effective. 

Soft, rich Blues in perfect se- 
quence such as Buddha for use 
with Seminole Blue for mouldings 
and fenders accented with Silver 
Leaf striping and lettering will 
prove very harmonious. Cocoa 
shades such as Sumatra Beige make 
a harmonious moulding and fender 
color when used with Paris Grey 
for body panels and wheels. 

Swamp Holly Orange richly en- 
livens Driftwood Smoke and has 
just the right quality for striping 
and lettering effect in combination 
with these Greyish Browns. 

Soft, clear Mississippi Brown is 
suggested for upper and top struc- 
tures and fenders; mouldings and 
wheels in soft, deep Menelaus 
Orange with stripe in very pale 
yeHow gold bronze on top of mould- 
ing. Lower body panels in dark, 
greyish beaver Brown. 

The increasing use of light 
greens of high luminosity has 
made popular Bar Harbor Tan, a 
light, yellowish hue of Tan for 
belt, mouldings and wheels. Upper 
and fenders in Elf Green, dark, and 
lower body panels in Dundee Grey, 
Light, a darker sequence value of 
Elf Green, Dark. 


ARDWARE _ merchants 
should be familiar with 
appropriate color schemes for 
delivery trucks. This knowl- 
edge can be used in painting 
store trucks and will aid in 
selling motor car finishes to 
truck owners as well. 
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The Bottom of the World 


By SAUNDERS NORVELL 


IDEON W. CHADBOURNE of St. Louis 
owned a lead mine in Potosi, Mo. In order 
to find a market for his lead, he built the 
first shot tower in St. Louis. Mr. and Mrs. 
Chadbourne lived across the street from us 
in St. Louis. When I was a child, the 

children of their family and the children of our family 
played together. As a boy, when I sat on the front 
steps of the Chadbourne mansion, with the Chadbourne 
family, I was tongue-tied because I was in the presence 
of a great man. He owned a shot tower and a lead mine. 

Time slipped by hour by hour and day by day, 
and Lucy Chadbourne married handsome young Mc- 
Kinley. They moved to Texas and afterward went to 
Oklahoma. I married also, and we did not see the 
McKinleys for years. One day a son of Lucy McKinley 
dropped into my office. His name was Ashley. He was 
a good-looking, broad-shouldered healthy, well set up 
young fellow. He had become a Captain in the flying 
corps of the U. S. Army. He was interested in photog- 
raphy and wished to see about the formation of a com- 
pany to make maps by photography. This was just a 
little out of my line, but I was very much pleased to 
meet the grandson of the old gentleman who owned the 
lead mine and the shot tower. 

So Ashley came out to our house at Larchmont to 
visit us and he made a great hit with the family. He 
was so modest, so quiet, and spoke in such a gentle voice. 

Then again time passed, as time has a habit of doing, 
and one day Ashley dropped in to see me and told me 
he had decided to go to the South Pole with Commander 
Byrd. He was going as the official photographer. He 
was very quiet about the whole matter. You would have 
thought from the matter of fact manner in which he 
spoke that he was only discussing spending a weekend 
at the Westchester-Biltmore Country Club. Then later 
on in the conversation he wished to know if I knew 
anything about making a will. I told him I had had 
some experience, and so he said he would like to have 
me draw up his will. I told him in New York State it 
was necessary to have two witnesses. Then when the 
will was drawn, he wished me to place it in my tin box, 
just in case anything happened. 

For a few weeks Ashley was very busy around New 
York with Commander Byrd and his associates, getting 
supplies together and checking up. His mother and 
his wife came to see him off. We gave Ashley a party, 
and all of us were just as cheerful as we could be under 
the circumstances, but you can imagine how both his 
mother and his wife felt at his approaching departure. 
But away he sailed, and from time to time postal cards 
came back. In the Times from day to day we read of 
the expedition. Finally they reached Dunedin, New 
Zealand, and from there they sailed away to the South 
Pole. On this trip, so I heard, there was a shortage 


of stokers, and so Ashley, having broad shoulders and 
strong arms, went down into the stoke hole, stripped 
to the waist, and got his daily dozen shoveling coal 
in the intense heat of the boiler room. Ashley didn’t 
say to Commander Byrd: “I was hired to take photo- 
graphs, not to perform with the shovel.” He didn’t 
have a pain in his shoulders. In other words, he pro- 
vided no alibis, but went to work, and it was reported 
to me by other members of the expedition that he turned 
out to be a first-class A No. 1 stoker. 

So again time passed, and after many months there 
came a postal card from Little America. It was from 
Ashley. He said on this postal that they were having 
a fine time and that the penguins would give you a 
laugh any time. As I am commercial in my instincts, 
I used this postal card as an advertisement, and Ashley 
was too far away to object. 

Then we read in the papers of all the adventures of 
the Byrd expedition. We read of Ashley flying with 
Byrd over the South Pole. We read of his photograph- 
ing a new and unknown continent—a world that had 
never before been seen by man. Ashley had become a 
hero. His pictures were in the Sunday papers. The 
photographs he had taken at the South Pole were travel- 
ing all over the country in the movies. Commander 
Byrd had become an Admiral, and in one of his inter- 
views he said that after Ashley had shown what a good 
stoker he was he had placed him second in command. 
Such things frequently happen in life. The fellow who 
takes the back seat is often invited to the speakers’ 
table. The stone that was rejected by the builders 
becomes the top of the pyramid. Such things are the 
compensations of life. 

Now all this leads up to the fact that the other day a 
bright, cheery voice came over the telephone. It was 
the voice of Captain Ashley McKinley. He wanted to 
know how I was and all about the family. So I invited 
Mrs. McKinley and him to have lunch with me, and 
I also invited about a dozen of my friends to meet him 
and hear him tell about his trip to the bottom of the 
world. We had luncheon at the Whitehall Club in a 
private dining room, because we wished to have quiet 
and get away from the steam riveters. 

Ashley is not an orator. As a matter of fact he is 
not much of a talker, but we shot so many questions 
at him that in courtesy he had to answer, and we 
gathered quite a good impression of the South Pole. We 
asked him what the object of the expedition was. Then 
he told us of some of the things about which scientists 
were curious. For instance: 

The winds at the South Pole. 
Meteorolgical conditions. 
Mountain ranges. 

The kind of rocks. 


and a lot of other things. 
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Here are some of the facts that Captain McKinley 
told us about this expedition: 


It cost over one million dollars. In fact almost a 
million dollars in cash, with a lot of supplies donated 
that were not counted in the cost. 

It is 2300 miles in a straight line from Dunedin 
to Little America. In other words, almost as far as 
across the Atlantic Ocean. 

It is so cold at the South Pole that there are no 
microbes. Therefore no one ever had a cold. There 
was no such thing as coughing or sneezing at the 
South Pole. Several members of the expedition, how- 
ever, developed heavy colds upon their returr to 
Dunedin. 

There is absolutely no life at the South Pole, 
(except in the water), nothing whatever but snow 
and rocks, and wind. During the long winter night 
the expedition passed in Little America the tempera- 
ture hovered regularly around 60 deg. below 
zero. In such cold if one were exposed the moisture 
in the eyes would freeze. The breath would freeze 
and fall to the ground, or become caked in ice on 
your beard. Strange to say, however, the penguins, 
which are half bird and half fish, lay their eggs in the 
arctic night and raise their young in the darkness. 
Just why the eggs of the penguins do not freeze 
Ashley could not tell us. The penguins live in large 
communities, or rookeries, and if disturbed on land, 
quickly waddle over the ice and dive off into the sea. 


“Were you afraid at any time?” Captain McKinley 
was asked. “Yes,” he replied, “just after we left New 
York, our ship was caught in a terrible Storm off Cape 
Hatteras. I thought it was only a little blow and didn’t 
know it was serious until all hands were ordered on 
deck and provided with life preservers. Then I was 
frightened stiff, but that was the only real fright I got 
on the expedition and Cape Hatteras, as you know, is a 
long way from Little America.” 

“What was the hardest thing to bear on the trip” 
we asked. “The long, long polar night,” was the reply, 
“when day after day passed in utter darkness without 
any sign of the sun. In order to keep up the morale 
of the forty-two men who lived together through this 
long night, regular hours were observed. No one was 
allowed to lie abed in the morning. All arose at 7.30 
a.m. Everyone had his tasks. The only thing that 
made life bearable was the fact that each man was kept 
busy. It was funny, however,” said Captain McKinley, 
“when in your leisure moments you would crawl into 
your sleeping bag and read by the light of a candle. 
The candle had to be put close to your nose because it 
was so cold that you covered your head with the hood of 
the sleeping bag. Reading in this manner was pretty 
hard on the eyes, but it killed time.” 

“What was the favorite game?” was another question 
we asked, and the answer was “poker, played with cigar- 
ettes. For two years we never used any money, and of 
course we did not need any. When we returned to 
Dunedin we had a hard time raising enough money to 
go ashore.” 

“What was the most impressive sight?” we asked. 
“Two things,” was the answer. “One, when we were 


flying and saw the melted ice on the mountains spark- 
ling like a million diamonds in the sun, and another— 
moonlight in the arctic night. The air was so clear 
that the moonlight was brilliant on the pure white 
snow.” 


Little America was not on land, but on ice. The 
ice formation extended about forty miles from land. By 
measurement they found the ocean was 1400 feet deep 
under Little America. One of the most dangerous 
moments on the expedition was when one of the ships 


lashed to the ice started to capsize on account of a. 


break in the ice. This ship almost turned over and 
seven men were thrown into the icy water. All were 
rescued, however, and the ship was finally straightened 
out because it happened to be lashed to another ship. 
There was some excitement that day! 

The most exciting moment on their flying trips 
occurred when they found they were too heavily loaded 
to rise above the mountains. Three hundred pounds of 
food were thrown out, which lightened the plane and 
they passed the top safely, about one hundred feet above. 

The South Pole itself was nothing but a flat plateau. 
Nothing but an endless field of snow. Around the Pole, 
however, were many ranges of mountains. 

The geologists on the expedition found sandstone and 
in this formation were fossils, indicating that once 
upon a time the South Pole enjoyed a tropical climate. 
Coal and copper also were found, but the world will 
have to run pretty short of both coal and copper before 
these minerals will be mined at the South Pole and 
transported to civilization. 

One of the most interesting things Captain McKinley 
saw was a lot of killer whales that lost their way under 
the ice. They came p in an opening near the expedi- 
tion’s camp in Little America and jumped half way 
out of the water trying to look over the top of the ice 
to find the way out. There were twelve of these whales 
and they kept up the jumping for several hours. Finally 
they disappeared. No one knew whether they found 
their way back into the gpen ocean or were drowned 
under the ice because they could not come up for air. 

“How about whale meat?” we asked. “Very good,” 
was the reply. “The blubber is cut off and then you 
get excellent red steaks from young whales—very juicy 
and tender and very much like ordinary beefsteaks.” 
You know, the whale is a mammal. 

The Captain was not partial to the meat of seals or 
penguins, too oily and fishy. He said, however, that 
the men who could stand this diet all grew fat and 
they found it very nourishing. 

The silence of the polar night was very oppressive. 
When anyone walked on the snow it sounded like a giant 
on parade. If the ice cracked it sounded like the explo- 
sion of a cannon. 

Strange to say, the air on account of the extreme 
cold was exceedingly dry. No moisture could exist in 
the air at those low temperatures. “Why wouldn’t the 
South Pole be a fine place for a sanatarium?” was asked. 
“That sounds like a joke,” replied Captain McKinley, 
“but nevertheless I believe that some of these days 
doctors will prescribe trips to the Antarctic to cure 

(Continued on page 86) 
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The Romance and Reality 


F antiquity and high adventure 
and lofty endeavor are the 
building stones of romance, 
then the history of paint is of 
the very essence of romance. 
But ours is, as we are all 
aware, a “practical age.” We value 
not only material things but even 
think in terms of physical service 
—what return will they make for 
the outlay? What interest will 
they pay on the investment? 

For answer let us consider a few 
facts: 

First, a recent survey by a well- 
known appraisal company showed 
that an ordinary frame dwelling 
unpainted, will have outlived its 
useful service in fifty years, while 
if regularly painted, its “expec- 
tancy of life’—to use actuaries’ 
language—is multiplied indefinite- 
ly. By way of proof we have all 
along our Eastern seaboard, state- 
ly wooden dwellings and public 
buildings, still carrying on, safe, 
sound and serviceable, after a rec- 
ord of one hundred, one hundred 
and fifty, or even two hundred 
years. It is needless to specify, 
since they are plentiful, but In- 
dependence Hall in Philadelphia 
and Mount Vernon will serve as ex- 
amples. They have lasted because 
they have received the loving care 
which has protected them from the 
elements through the simple in- 
strumentality of the paint brush. 

And again: The annual loss of 
iron and steel through rust is cal- 
culated as $600,000,000. The only 
reason that it is not several bil- 
lions is that most steel structures 
are in charge of engineers who 
know that the only preventive of 
such loss is paint. Consequently 
we ride safely over steel bridges in 


of PAINT 


By ERNEST T. TRIGG* 

















ERNEST T. TRIGG 


*In the accompanying article Ernest 
T. Trigg, president of John Lucas & 
Co., paint manufacturers, Philadel- 
phia, Pa., and former president of 
the National Paint and Varnish Asso- 
ciation discusses paint in an extremely 
interesting and highly informative 
manner. The material was originally 
used by Mr. Trigg in a recent radio 
address delivered over a national 
broadcasting system. 


steel cars; high-tension electric 
power is distributed over wires 
up-borne on steel towers; steel cars 
and steel automobiles run safely 
over our railways and our high- 
ways; and steel machinery operates 
with tireless efficiency, because 
they are all constantly protected by 
paint. 

So well do engineers appreciate 
this fact that on the great bridge 
over the Firth of Forth painting 
never stops. It is a long job and 
when the workmen have finished 


at the far end they return and be- 
gin again. 

A battleship seems the very em- 
bodiment of power; but if it were 
not for its protective coating of 
paint its usefulness for offense or 
defense would rapidly decline. Its 
bottom is protected by special paint 
destructive to marine life. With- 
out this. protection barnacles and 
sea-weeds would soon reduce its 
mobility. Its hull above water and 
its super-structure, turrets and 
guns are protected from rust and 
corrosion by other special coatings, 
constantly renewed. Otherwise it 
would soon become as useless as 
the terrifying masks worn by an- 
cient Chinese warriors. 

Possibly at some future time 
science may give us structural and 
engineering materials which will 
not require protection, but it may 
well be doubted if such products 
will satisfy our instinctive crav- 
ing for beauty. Paint, varnish and 
lacquer are therefore a permanent 
necessity for development and im- 
provement. 

For every useful purpose there 
is a paint, a varnish or a lacquer 
especially designed to serve that 
particular purpose. 

Industry and engineering con- 
sume about forty per cent of the 
annual production, which reaches 
in value from half a billion to a bil- 
lion dollars. Buildings, including 
dwellings, account for the remain- 
ing sixty per cent. But while in- 
dustry and engineering are fully 
alive to the economic necessity of 
these products, the average prop- 
erty owner has not yet absorbed 
the homely wisdom of the old 
Dutch proverb, “good paint costs 
nothing, because it saves more than 














HARDWARE AGE for SEPTEMBER 18, 1930 51 





its cost.”” That is the only possible 
explanation of the fact that three- 
fourths of the paintable buildings 
of the United States remain un- 
painted or inadequately painted. 

I doubt if one out of ten of my 
hearers has any realization of the 
importance of paint to their com- 
fort, their health, their satisfaction 
or their prosperity, and I am con- 
vinced that not one in a hundred 
have any conception of the world- 
wide sources from which the con- 
tents of the common paint can are 
drawn, or the scientific research 
which has made modern paint pos- 
sible. For the paint and varnish 
of today is not the paint and var- 
nish of yesterday, nor probably 
will the protective coating of to- 
morrow be that of today. 

New materials developed by 
scientific research have revolution- 
ized the varnish industry, to the 
great advantage of producer and 
consumer. The introduction of 
lithopone and titanium pigments 
is even today revolutionizing the 
paint industry. The in- 
troduction of cellulose 
lacquers only a few years 
since changed the entire 
technique of industrial fin- 
ishing and the still more 
recent development of so- 
called synthetic resins 
promises even more start- 
ling changes. Every 
break with the practices 
of the past forced upon us 
by science makes better 
products available to the 
consumer, with a saving 
either in initial cost or in 
length of service. 

The mines, the fields, 
the forests of the entire 
world furnish the raw 
materials of our products 
—which our laboratories 
are gradually supplanting 
with better, because more 
exact and uniform, ma- 
terials for our purpose. 
Nature. is a profuse pro- 
vider, but we must take 
what she gives us as it 
comes. The laboratory, 
on the other hand, knows 
what is required and 
builds it to meet exactly 
that requirement. 


In the ordered produc- oe 


tion of anything three 


steps are requisite, first definite 
understanding of the requirements ; 
second, a clear knowledge of how 
these requirements may be met; 
and third, a means of determining 
accurately what products meet 
those requirements. Nothing but 
the methods and instruments of 
modern science and research will 
enable anyone*to follow such a pro- 
gram accurately and consistently. 
Research has placed at the disposal 
of the paint manufacturer instru- 
ments of precision that have no 
room for guess work or the falli- 
bility of the five human senses. He 
has at his disposal viscometers and 
flowmeters to tell him how his 
product will “work” under the 
brush; film testing. devices which 
measure the elasticity, thickness 
and durability of the film; the 
Crytometer which measures hiding 
power; the _  Spectrophotometer 
which enables even a color blind 
man to match and to duplicate 
tints and colors; a Mobilometer to 
indicate how far and how easily a 





Elizabeth Tuttle, Tuttle Hardware Co., Chariton, 
Iowa, dressed this attractive paint window. 


given quantity of paint will spread, 
a Gloss-meter to measure accurate- 
ly the lustre of the finished sur- 
face, and a Consistometer which 
enables him to keep the consistency 
of his products to the required 
standard. But perhaps of most 
popular interest, because of the 
publicity given it, is the so-called 
Weathering Machine, which within 
a few hours or a few days tells him 
what is going to happen to his 
paint, varnish or lacquer over a 
given period of exposure to the 
vicissitudes of the weather. This 
machine treats the coating succes- 
sively to measured periods of con- 
centrated sunlight, water, hot 
weather, cold weather and fog. 
The manufacturer who is served 
by this marvelous monitor knows 
very accurately what measure of 
protection and service the con- 
sumer of his products will get for 
his money, and governs his pro- 
cedure accordingly. 

I spoke a moment ago of the 
prevailing ignorance or lack of in- 
terest in the social and 
economic value of paint 
and varnish. How many 
of you know, for ex- 
ample, that paint is a 
disinfectant and in most 
modern hospitals has 
replaced fumigation? A 
germ under a coat of 
paint on a wall is a dead 
germ. Once more, how 
many of you know that 
with light-colored paints 
on walls and ceilings you 
can reduce your bills for 
electric lighting? One 
very important electric 
comipany reported that by 
painting the walls and 
ceiling in its office build- 
ing it reduced the cost 
of lighting 20 per cent. 
Who knows that by paint- 
ing the outside of any- 
thing with white paint, 
the interior temperature 
will be reduced by several 
degrees: Yet the great oil 
companies regularly save 
many thousands of gal- 
lons of gasoline annually 
by painting their tanks 
in light colors. Who, 
outside of the testing 
laboratories, knows that 


(Continued on page 86) 
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What 


ALUMINUM PAINT s- 


and Why It is Particularly 
Adapted for Certain Purposes 


By WM. B. ROBERTS 


Aluminum Co. of America, 
Pittsburgh, Pa. 


LUMINUM bronze pow- 
der takes its name from 
its older predecessor 
copper bronze powder, 
although it consists 

entirely of pure aluminum. The 
term “bronze powder” distinguishes 
it from “aluminum powder” which 
is a dark, granular material manu- 
factured in an entirely different 
manner from the aluminum bronze 
powder. 

In the manufacture of aluminum 
bronze powder, the aluminum ingot 
is first rolled into very thin sheets. 
Following this operation it is clipped 
into small squares and subjected to 
a long stamping operation with 
heavy, steel, cam operated stamps. 
Cold working of the metal causes it 
to break up rapidly into thin, small 
flakes; and these flakes are then 
carefully sized through standard 
screens, the mesh size of the screens 
determining the grade of the 
powder. After it has been screened, 
and as the finishing operation, it is 
subjected to a polishing process in 
cylindrical steel drums containing 
revolving brushes. A small amount 
of polishing agent (usually stearic 
acid) is added with the powder and 
the brushes rotated for some time 
until each particle of powder has 
been coated with a thin film of this 
grease. The polishing operation 
adds brilliancy to the aluminum 
flakes and also contributes some 
valuable qualities to the powder 
which will be discussed later. 

Chief of all the uses of aluminum 
bronze powder is its comparatively 
recent development as a pigment for 


paint. There are three grades of 
aluminum bronze powder in com- 
mon use for .paint pigment pur- 
poses, namely,—standard varnish, 
extra fine varnish and extra bril- 
liant varnish. The only difference 
between these grades is in the mesh 
size of the particles, the standard 
varnish being passed through a 140 
mesh screen, the extra fine varnish 
through a 160 mesh screen and the 
extra brilliant varnish through a 120 
mesh screen. The difference in the 
appearance of the dry powder is 
entirely due to the particle size,— 
that is to say, the extra brilliant 
varnish grade which has the larg- 
est particle size appears in the 
powdered form to be somewhat 
more bright than the standard 
varnish or the extra fine varnish 
grades. However, they all produce 
bright aluminum paints which are 
practically no different in appear- 
ance or reflectivity. The standard 
varnish grade is the one usually 
recommended for all ordinary paint- 
ing work, and generally gives the 
best results. ; 

There have been a number of 
vehicles developed for mixing with 


aluminum bronze powder. After 
long research and _ investigation, 


however, it has been found that 
there are really two that have wide 
application and great durability. 
They are the long oil mixing varnish 
and kettle or heat bodied linseed 
oil. The varnish vehicles are de- 
signed to be used in making alum- 
inum paint to be applied on exterior 
and interior steel and brick surfaces, 
while the heat bodied oil, due to its 


greater elasticity is designed to be 
used on wood. 

In addition, there have been other 
vehicles developed to meet applica- 
tions of a special character. For 
instance, there are heat resisting 
vehicles available. Aluminum bronze 
powder in a properly designed heat 
resisting vehicle, may be applied to 
surfaces which reach moderately 
high temperatures without a resul- 
tant discoloration of the paint. It 
is also possible to mix aluminum 
bronze powder in an asphalt varnish 
and secure a “white asphalt” paint. 
Aluminum powder makes a very 
good pigment for nitro cellulose 
lacquers. It has also been used in 
sodium silicate (water glass) where 
extremely high temperatures are 
encountered, such as on furnace 
fronts, cracking stills, etc. This 
vehicle is “water soluble however, 
and does not have any marked de- 
gree of resistance to outside weather 
exposure. 

The proportions generally em- 
ployed in making aluminum paint 
are two pounds of powder to the 
gallon of vehicle. This quantity of 
powder has been found to make the 
most desirable type of paint, both 
from a durability standpoint as well 
as from the standpoint of case in 
brushing and spraying. While in 
some cases it may be desirable to use 
a mixture containing less or more 
than two pounds of powder to a 
gallon of vehicle, experience tends 
to ‘show us that the two pound pro- 
portion is the correct one to use in 
the majority of cases. 

(Continued on page 83) 
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NEMPLOYMENT during 
the prevailing depression 
has stimulated sales of 
mixed paint, according to 
several hardware merchants, who 
were recently questioned on this 
subject. The consensus of opinion 
is that many home owners tempv- 
rarily idle are making the most of 
their leisure time by painting their 
own homes. Many men who have 
been putting off painting for sev- 
eral seasons, due to the lack of 
time which is required, no longer 
have this as an excuse. Others 
have been spurred on to the paint- 
ing job, realizing that it would 
effect a considerable monetary sav- 
ings. Otherwise it would be 
necessary to engage master paint- 
ers, at the union scale of from $10 
to $12 per day for the work. 
In Port Chester, N. Y., Muffs, 
Hoffman & Co. declared that its 
paint department has been the 
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only major department to show an 
increased volume since the dull 
period in business made its ad- 
vent. However, S. Feinsod of the 
firm asserted that paints have al- 
ways been a mainstay for the 
store. When considering the 
three major lines carried by the 
firm—general hardware, house- 
furnishings and paint, the latter 
has been responsible for well over 
one-third of the store’s total vol- 
ume. When the company moved 
into its new, modern store, about 
a year ago, paint was the most ac- 
tive line, enabling the store to make 
a flying start in its new quarters. 
After having such satisfactory ex- 
periences with the line it is little 
wonder that the firm is so enthu- 
siastic, when paints are mentioned. 

That the store is doing a real 


The large paint department of Mufts, 
Hoffman & Co., Port Chester, N. Y. 


job of merchandising paint becomes 
apparent when it is learned that 
the annual retail paint volume of 
the firm exceeds $40,000. This 
figure is attained in a city of 
23,000 notwithstanding that seven 
or eight other retail paint outlets 
are also bidding for the paint pat- 
ronage of Port Chester residents. 
The company was established eight 
years ago and since its inception 
has adhered to the policy of han- 
dling one brand of paint. In the 
estimation of Mr. Feinsod, this 
policy has proven a valuable asset 
in building and maintaining the 
prestige of the brand with paint 
users. Until recently, only the 
medium grade of the brand car- 
ried was stocked. This sold at a 
moderate and therefore popular 
price. Although comparatively few 
sales were lost, due to customers 
demanding a higher grade product, 
(Continued on page 83) 
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TRADE si 


WINDS 


By LLEW S. SOULE 


Is the Manufacturer Interested? 


The Retail Merchant Is Not the Only One Menaced by Merchandising 


Departments of Public Service Corporations 


HERE are mighty few “One-Man” problems 

in merchandise distribution today. This is 

not a “One-Man” era. Anything that retards 

the business of the retail hardware merchant 
also retards the sales of wholesalers and manufac- 
turers. Make no mistake about that. 

The present situation with regard to public service 
corporations operating merchandise departments 
aptly illustrates that point. Nobody seems to have 
done any serious worrying about it except those retail 
dealers whose business was threatened by it. Instead 
of help, those dealers have usually received “advice” 
“to work with the utility companies.” : 

Sometimes we wonder just how a “hard hit” re- 
tailer could work with some of the public service cor- 
porations with which he comes in competition. Mean- 
while a lot of other factors in distribution feel that 
half-hearted expressions of sympathy amply cover 
their interest in the matter. Some day they will wake 
up and find that they have another guess coming. 

As a matter of fact, the manufacturer has fully as 
much at stake in the present “Utilities” problem as 
has the retail merchant. If he is a producer of elec- 
trical or gas appliances, he has more at stake. The 
retailer faces a loss of his appliance business, and a 
part of his housefurnishing business; the appliance 
manufacturer faces a possible loss of his entire busi- 
ness. 

So far as the non-appliance manufacturer is con- 
cerned, his interest is at present merely one of “re- 
flected” losses. If his retail distributers are injured 
through the loss of appliance sales, the loss will re- 
flect itself in purchases of his products. If the utility 
merchandising department enlarges its field to take 
in other than appliance lines, each encroachment will 
take toll from his sales. If he manufactures anything 
in the housefurnishings field, he may also face direct 
as well as indirect losses. If you doubt it, read this 
letter from a retail hardware merchant to an electric 
range manufacturer. 





“The Public Service Corporation of our city sells 
another make of ranges at 10 per cent above cost and 
gives the customer $15 worth of aluminum ware and 
the installation free.” 

Another retailer complains of a similar company 
giving away kitchen cabinets, dishes, cutlery, mops, 
brooms and kitchen utensils. Does that affect the 
manufacturers of the wares mentioned? Will it in- 
crease their sales through wholesalers and retailers? 
Some may say that this is merely an additional outlet 
for the items mentioned. Is it? Perhaps so for those 
whose products are directly involved, but not for 
others who make similar products. Besides, if utility 
comranies can give away such items, why cannot they 
manufacture their own gifts? They have the power 
available, and the money to finance the venture. 

To the appliance manufacturer the situation is even 
more serious. Naturally the “utilities” will want to 
standardize the lines they carry. Is it not logical for 
their purchases to be made from a selected few manu- 
facturers? Is it not logical for them to at least “side- 
step” the servicing of any appliances they do not 
handle? Is there not a tendency toward, and an in- 
centive for, monopolies in those lines? 

Meanwhile the “selected few” have reasons to view 
the future with apprehension. A single outlet for 
sales is always dangerous. Often it means a bearing 
down on prices until profits are at the vanishing point; 
additional services and a retinue of other expenses. 
Then, at the proper time, there may come an offer to 
buy the plants at low prices, or the installation of new 
utility owned factories. We have been informed that 
at least one utility company has already bought out 
a manufacturer of stoves. The inference naturally is 
that this company intends to manufacture stoves to 
sell in its merchandise departments. 

One more question and we are through for this 
time. Does all the above make “utility merchandis- 
ing” look like just a “Retailer’s Problem?” About as 
much as Mount Hood resembles a golf tee. 
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HE hardware dealer will 

find it to his advantage 

to set up a model kitchen 

as a means of sales sug- 

gestion to the home- 

maker. In the small 
New England village or sprawling 
Western city, hardware dealers 
have found that women like to look 
at model kitchens because they get 
new labor-saving ideas, new sugges- 
tions on attractiveness and timely 
tips on sanitation. Such kitchens 
are not difficult to set up and may 
be used as a window display or as 
an interior display. Fall is an ex- 
cellent time to plan such a display, 
as women are more interested in 
kitchen furnishings then than in 
the spring. Long winter days 
ahead suggest orgies of baking and 
cooking which would strike horror 
to the heart of the housewife in 
summer. And new dishes mean 
new cooking utensils, perhaps even 
a new stove if the old one shows 
signs of wearing out before the 
season is over, and in most cases, 





PHY « 


Unusual model 
kitchens of this 
type will fur- 
nish the house- 
wife with new 
ideas in equip- 
ment, decora- 
tion and sani- 
tation, and at 
the same time, 
give the dealer 
an opportunity 
to push. his 
unfinished fur- 
niture and var- 
nish lines. 


refinishing the kitchen in the 
warmer colors of winter or in a 
new finish which can be easily 
cleaned and save much of the labor 
which must go into the more exact- 
ing tasks demanded by the cold 
months. 

How to go about setting up a 
model kitchen’ may seem some- 
thing of a problem to the hard- 





MODEL 
KITCHEN? 


By BERTHA ANNE HOUCK 


ware dealer who is little versed 
in ensemble displays. All the fur- 
nishings are among the hardware 
dealer’s merchandise, yet gather- 
ing them together in a kitchen 
which will be a model for the 
women of the neighborhood re- 
quires some study and_ taste. 
Many kitchens published in na- 
tional periodicals, either illustrat- 
ing articles or in connection with 
advertisements, will furnish the 
hardware dealer with a model for 
his set-up. Some of these are too 
elaborate for the smaller store, 
but they can be simplified and the 
essential idea carried out rather 
than an elaboration of detail. 

Ae model kitchen set-up may be 
made along these lines: First se- 
lect a modern, up-to-the-minute 
color scheme. As every dealer 
must know, white, alone, is as un- 
interesting in the modern kitchen 
as were the drab browns and tans 
of our mother’s time. By his at- 
tractive colors the dealer should 
figure on selling more paint. 
Color schemes which will be suc- 
cessful for the kitchen are white 
walls, vermilion calico curtains, 
mauve gray floor, white furniture 
decorated in vermilion and ver- 
milion kettles; maize walls, apri- 
cot organdy curtains, beige floor, 
apricot furniture and maize ket- 
tles; or yellow green walls, ivory 
sateen curtains, reseda green 
floor, yellow green furniture and 
ivory pans. Novel undersea deco- 
rations may be painted on the 
walls of the kitchen in a dado; a 

(Continued on page 67) 
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Hoy Kept a Recorp 
»Every Winbow TRIM 


OR two years, George G. 
Hoy, now field man for the 
New York Retail Hard- 
ware Association, was em- 
ployed as advertising and display 
manager for the Frank Burke 
Hardware Co., now Samuel Harris 
& Co., Waukegan, Ill. During this 
time he kept a record of every win- 
dow trim used by the firm. The 
records served as invaluable guides, 
enabling the store to synchronize 
its window displays with their 


newspaper advertising in promot- 
ing the systematic sale of hard- 


ware and related lines. 

Advertising and display were 
carried on systematically by the 
Burke Co., largely because those 
functions were planned, executed 
and studied by a competent adver- 
tising and display manager. An 
annual budget was set aside to 
cover display and advertising ex- 
penditures. It was the display and 
advertising manager’s job to sup- 
ervise the expenditure of this 
money, and to see that the final re- 
sults approached the ideal as 
nearly as possible. The appropria- 
tion was. fixed at one per cent of 
the yearly volume, which because 
of the industrial business trans- 
acted by the firm, in addition to 
the usual trade, made a rather im- 
pressive sum. 

In 1929 about one hundred and 
twenty-five dollars a month was 
spent on newspaper advertising. 
The balance of the appropriation 
went largely for window display. 
For two years Mr. Hoy kept com- 
plete records on every window dis- 
play installed by the store. On 
his records the displays were fully 
described, the results were noted 
and suggestions were made for 
similar displays to follow. 

“As for direct results, of course,” 


said Mr. Hoy, “it is impossible to 
make a complete check on all win- 
dow displays. The only way to do 
that is to put in an occasional trim 
featuring a certain set of items, 


just how we featured that merchan- 
dise in our last display.” 

Here is an informative note from 
Mr. Hoy’s record on a display of 
sporting goods: “This window at- 


This window display, while carrying an entirely different line of merchandise is the 
same arrangement as that on the opposite page. 


say nothing about them in your 
printed advertising and observe the 
pull of the display alone. In some 
cases, the season itself exercises 
an influence in addition to that of 
the display. The best thing about 
the window display record system 
was that it gave us a definite plan 
of window display that tends to get 
better and better each year. Bar- 
ring sudden seasonal changes, to 
which we had to conform, we could 
tell weeks and months in advance 
just what merchandise we were 
going to feature in the windows at 
any given time. We can also tell 


tracted the attention of many men 
passing. It did not appeal to the 
women at all.” Another of his 
notes on a trim featuring hunting 
goods was to the following effect: 
“This window did not have foliage 
to add to the atmosphere; we think 
foliage would have made it a bet- 
ter window. Items were complete.” 

Not a week went by at the Burke 
store without a change of trim in 
both front windows. Sometimes 
during a rapid succession of mer- 
chandising seasons, they were 
changed twice a week in order io 
take full advantage of the rapidly 
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shifting moods of the public. The 
window trims were changed fre- 
quently in the Burke windows with 
the approach of spring when buy- 
ing blood is so likely to be astir. 
Monday, under this plan, may open 
the week with a showing of garden 
tools in one window; by Thursday 
it is time to feature lawn mowers, 
grass catchers, etc., in the same 
window. Thus the hardware pag- 
eant is kept moving and changing 
in obedience to a system which is 
constantly under the test of ex- 
periment. All the discoveries in 
any science come through constant 
experimentation; in working out 
his self-perpetuating plan for win- 
dow display, Mr. Hoy put the same 
scientific method to work. 

“There is such a thing,” declared 
Mr. Hoy, “as making a window 
trim too elaborate. In arranging 
window displays, it is helpful to in- 
stall them so that they can be easi- 
ly changed. If snow falls over- 
night, then the display man can 
hustle around and place sleds and 
skates in one of the windows; 
perhaps this may displace a trim 
featuring guns and ammunition; 
in any case, the change must be 
made quickly if it is to,attract the 
attention of prospects at the most 
opportune moment. 

“We found that semi-permanent 
window backgrounds were very 
practical. For a floor mat we used 
a piece of Celotex painted gray. 
This mat was purposely cut small 
enough that it left a _ ten-inch 
border around its outside edge. 
The border is trimmed the same 
color as the background, or in the 
predominant color used in the dis- 
play. Under this plan the back- 
grounds are not changed every 
time a new display is installed. 
At various seasons of the year, 
special backgrounds, usually com- 
prised of decorative wall board 





GEORGE G. HOY 


panels of the type illustrated, are 
used for a few weeks. This makes 
it possible to place a display in the 
window in a very short time, yet 
giving a pleasing and fresh-appear- 
ing trim. The gray floor mat is 
supplemented at times with drapes 
on the floor. It is very easy to 


keep a window of this type neat 
and clean. The crepe paper margin 
around the edge of the floor mat 
can be renewed as often as re- 
quired. 

“Knowing in advance, as we 
nearly always do, what our win- 
dow trims were supposed to fea- 
ture, we could tie-up our news- 
paper advertising with our window 
displays. Without such advance 
knowledge, it would be difficult to 
effect the hook-up. Keeping a 
folder for the record of each 
month’s window trims simplifies 
the system. Once started, it can be 
kept going without difficulty. As 
each monthly record is completed 
a window display record is provided 
that is nearly perfect from the dis- 
play man’s standpoint. In addi- 
tion, the entire record, covering 
several years is an invaluable mer- 
chandising guide.” 





With little expenditure of time and effort this window was arranged on the samc} 
lines as the one on the opposite page. 





Booklet Describes Light Reflecting Values of Different Colored Paints 


Paints of different colors have vary- 
ing light reflecting values. The hard- 
ware merchant handling paint should 
know what color paint has the great- 
est’ light reflecting ability and what 
the best colors are to recommend for 
a specific purpose. Substantial econ- 
omies can be effected for the user if 
the right color is chosen, as the light 


bill is reduced materially. Colors 
also have an emotional effect which 
tends to make the worker either 
cheerful or depressed. For most 
efficient results the color of paint 
should be conducive to contentment, 
increased vitality and amiability. 
This subject has been thoroughly 
discussed in an easily understood man- 


ner in a twenty-page illustrated book- 
let, which may be obtained gratis 
upon request to the New Jersey Zinc 
Co., 100 Front Street, New York City. 
A color chart illustrating the accel- 
eration of different tints as they be- 
come lighter in color is incorporated 
in the booklet. A careful reading of 
its contents is advised. 
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Poster Thosburc, Hardware co, 
Rautison, West Ya. 





Independent 


Dealer 
FURNISH 


CREDIT DATA 


to MAIL ORDER 


BRANCH STORES 


? 


¢ 


Cantiomens 


we are sending. 


TPRI:F 
Roc. 8.2, 





A few Gays ago we asked you for some inforention about « personal 
acquaintance of yours. So far we heve not heard from you, 


Unless your reply is already in the msil, pleave enswer the ques- 


tions on the back of this letter and give us any ether information 
‘that you think would be helpful. You may use the stamped envelope 


We are very anrious not to delay this order and shall appreciate it 
if you will answer promptly. 


Name of Customer: Sigumtams 5 siemmne Occupations 
Address ummm Yen, Lert 
Amount of Credit Asked § 155.95 


V&e 





Very Urgent 


We are holding this 
customer's order aweit- 
img your reply to this 
fetter of inquiry. 

We shail be verygrate- 
tul if you will fursish os 
with the information re- 
quested, at the earliest 
possible date, so that 
the order may be given 
‘ immediate attention. 

. wes te 











Yours very traly, 
MONTGOMERY WARD & (0. 


Koo Vourding ncus 


Monthly Payment $ 40-50 





Another Batch of Letters on This Subject 
from Readers of Hardware Age 


Would Give Desired 
Information 


Pato ALTO, CAL.—Crédit informa- 
tion in our city is obtainable through 
our Merchants Association, maintain- 
ing a credit department, and I feel 
sure that mail order houses and chain 
stores are eligible for membership. 

However, if such information was 
not available, I would not hesitate to 
answer any inquiry, and, if possible, 
give the information desired. 


W. B. ALLEN, 
Palo Alto Hardware Co. 


Wishes Them Luck with 
Credit Business—Credit 
Exchange Mutual 


WILKINSBURG, PA.—We do not see 
why we should not give them our 
experiences with our customers. We 
feel that the chain stores should open 
accounts with the public and receive 
the same treatment we receive from 
some of our charge customers. Let 


the chain store lose some of their sur- 
plus they have secured through cash 
only, and we will be better able to 
fight their methods. / 

These stores can and do join the 
credit bureaus, and are therefore en- 
titled to the same reports that we 
could give and receive from the same 
bureau. So I do not see why we 
should hold back and refuse to give 
them information relative to a pros- 
pect. CHas. W. W. ALMER, 

Chas. W. W. Almer Hdwe. Co. 


Let ’em Join the Credit Bureau 


New Orteans, LA.—If any chain store 
in our city needed to obtain credit in- 
formation, they would belong to our 
retail credit bureau, which has a mem- 
bership of approximately 250 firms, who 
are supposed to give no credit informa- 
tion but refer the firms inquiring to this 
bureau, so that you can readily see, if 
the chain store belongs to this bureau, 
they will have all the necessary credit 
information given to them. 


R. D. Prrarp Howe. Co., Inc. 
R. D. Pitard Hdwe. Co., Inc. 


Says Yes 


JACKSONVILLE, FLA.—We favor giv- 
ing the information. 
GEoRGE E. CHASE & Co. 


Thank You, Mr. Haugen 


APPLETON, WIS.—We are heartily 
in favor of the policy that you have 
been pursuing in your campaign of 
education among your readers help- 
ing them to combat chain store and 
mail order house competition. 

Up to the present time we have not 
had occasion to give these people 
credit information such as mentioned 
in your letter. We doubt very much 
whether we will be called upon doing 
so in our city because our local Cham- 
ber of Commerce conducts their own 
credit bureau and as practically all 
retail merchants in this city are mem- 
bers of this association, the credit 
clearances will be carried through 
this organization. We think, how- 
ever, should we be called upon to give 
such information that we are ethi- 
cally obliged to do so. 

K. M. HAUGEN, 
Schlafer Hardware Co. 
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Only Through Credit Bureau 


MIAMI, FLA.—In giving credit in- 
formation we do not know whether 
the request comes from a chain store 
or not. We absolutely refuse to give 
any credit information unless the re- 
quest comes through the Miami 
Credit Bureau or Bradstreet—ser- 
vices we use in passing on credit. 

Nor do we know where the infor- 
mation comes from—that is, the 
names of stores—as the bureau only 
gives us the line of business. 

The Miami Credit Bureau is owned 
and operated by the merchants of 
Miami and if they see fit to take into 
membership the chain stores that 
come into the city there is nothing 
else left for the credit men to do but 
give information to the bureau when 
it is asked, regardless of the party 
asking for same. 

We are not so much concerned 
about the giving of credit informa- 
tion as we are that the stores doing 
a credit business have a definite 
credit policy and live up to it. 

If the merchants of the country 
would absolutely refuse to give credit 
without first getting a complete rec- 
ord of applicant from a responsible 
bureau and then have a definite and 
positive understanding with his cus- 
tomer as to the terms of the store, 
and see to it that the customer lives 
up to those terms, there is no fear 
for credit business. 

In our store we take on no account 
without getting one or two reports 
and when the account is not paid ac- 
cording to our terms, we immediately 
send notice, regardless of who the 
customer is. 

Eighty per cent of our business is 
done on credit—we average 90 per 
cent recovery of our total outstand- 
ing each month, and our losses have 
not averaged over one-half of one 
per cent for the past five years. 

Summing it up, we feel that it is 
not so much to whom you give credit 
information, but that it be given only 
through an accredited bureau—-and 
that you use the bureau to the fullest 
extent, both in giving and receiving 
credit information. 

C. P. YOunNTs, 
Frank T. Budge Co. 


Only If Mutual 


ABINGDON, VA—We do not have 
mail order branch stores in any of 
the towns in which we operate. Mont- 
gomery-Ward is in Bristol, fifteen 
miles from Abingdon, but we have 
never received any credit inquiry 
from them. We have received in- 
quiries from the main office of Sears 
& Roebuck, but have always disre- 
garded them. I can see no reason for 
furnishing this information unless 
when located in the same town as a 
branch store. In that case the policy 
adopted would depend upon the per- 
sonal relations established with the 
manager and upon whether such as- 





sistance is to be mutual. If the situ- 
ation is such that a cooperative policy 
could be worked out, I would be in- 
clined to think it worth while. 


W. N. NEFF, 
Treas., Abingdon Hardware 
& Supply Co. 





Considers Them 
Legitimate Competitors 


Trenton, Mo.—lIn reference to infor- 
mation given out on credit to the Mail 
Order house competitors, will say that I 
realize this is quite a broad subject, and 
would be looked at from a great number 
of angles, by a great number of different 
minds and attitudes toward competition. 

Long ago, I began to realize and accept 
the mail order house as a legitimate com- 
petitor of mine seeking to reach the same 
end that I am seeking to reach, only in 
a different manner; and long ago, I have 
accepted them as a legitimate competitor 
in the channels of trade along with the 
drug store, the grocery store, and the de- 
partment store. I have quit fighting them 
on any line except legitimate competition, 
believing that any dealer who is capable 
of financing his business at home, either 
with his own capital or good credit at 
his home bank so that he can discount his 
bills, buy from whom he pleases, in other 
words, own his own soul, he need not 
fear mail order competition. 

We have no mail order house in our 
town, but we have one twenty-five miles 
below us with a twenty-foot pavement be- 
tween the towns. I have begun to realize 
that they are not bad competitors at all; 
in other words, on a great number of arti- 
cles of standard make used in everyday 
use, I am much lower than their prices. 
By the way, we keep their books on our 
counter, not in a disreputable way, but 
in the case that a man kicks on the price, 
we ask him if he would be willing to pay 
the price Montgomery Ward & Co. or 
Sears, Roebuck & Co. asks, telling him 
that it is a pleasure for us to meet their 
price. 

I was just looking through their catalog 
today and discovered that we are selling 
galvanized iron at our store cheaper than 
they are selling it in Kansas City. Ours 
is delivered, and put into the man’s truck, 
and he has to pay the freight on their’s. 
By making the comparison today, I was 
able to sell 57.82 squares of galvanized 
iron. We had all the sizes in stock, and 
were able to save the freight on the 
price of the iron; and, at the same time, 
the iron cost me $3.67 delivered, and I 
sold it to him for $5 a square. 

I noticed another item—that a 12-quart 
standard galvanized pail in their book is 
29c. We have had them out front for 
two years for 20c. each. 

We are underselling them on wash tubs, 
and any number of items through the 
help of the jobber. We are able to meet 
their shell business with a standard shell 
and make some money. 

I am just telling you these things to 
show you that more retail dealers should 
study the catalog and not the mode of 
transacting business, and quit fight- 


ing so much, and talk in a different tone 
to their customers, offer to meet their 
price, which he can very readily do, thanks 
to the fact that many manufacturers and 
jobbers are waking up. That is *where 
the trouble lies with the retail dealers, and 
if they know their business, they had 
better continue to get busy. There are 
some that awakened, and the man that is 
discounting his bills, can meet them and 
make a profit on any legitimate goods. 

So, looking at it from that viewpoint, 
1 will say to you that I will gladly give 
them any information that I would give 
my competitor or any other business man, 
feeling that my Code of Ethics in busi- 
ness would not permit me to do other- 
wise. 

I believe that if more dealers would 
look at it in that manner, and would 
study their catalog, in the place of getting 
mad every time somebody mentions their 
name in his :‘ore, that we would have 
more good hardware dealers, and more 
profitable ones. 

Tom N. WITTEN, 
Witten Hardware Co. 





They Belong to Credit Group 


PORTLAND, ORE.—We find that both 
Sears and Montgomery belong to our 
local credit association and have ac- 
cess to all the information that any 
dealer would have. 

It is the habit of the members of 
this association not to answer direct 
calls for credit information but to 
deal entirely through the association 
clearing house. While we have not 
asked the secretary for an opinion as 
to furnishing mail order houses credit 
information we are quite sure he must 
be in favor of this move in view of 
the fact that both mail order houses 
have been members for quite some 
time and are large users of this in- 
formation. We have even been given 
to. understand they have direct wires 
from their credit department to the 
office of the association. 


D. B. CHowNn, 
Chown Hardware Company 





Let Them Buy Their Experience 


GREENSBORO, N, C.—Yes, I have heard 
about the mail order houses extending 
credit, and in a few instances have fur- 
nished information about certain people 
about whom they have inquired. We did 
this just as courtesy, but when it comes 
to giving them information as a regular 
thing I am not going to do it. They 
will have to buy their experience just as 
we got ours. They are free lancers, dis- 
organizers, and I don’t propose to rec- 
ognize them as regular merchants. And 
before they get through with their credit 
extension, they will wish they never saw 
a credit program. Those gentlemen have 
got something coming to them, and they 
will get it in the neck, sure. 


CxHartes H. IRELAND, 


President, Odell Hardware Company 
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First Reports On Census of Distribution * 


Will Be Released by Government 
On Sept. 22 


(From Our Washington Bureau) 


The long-awaited census re-| kind in the history of this or | 


| 
ports on wholesale and retail | 
distribution about to ap- 
pear. The first release will be 


on Sept. 22. 
tribution for all wholesale and 
retail establishments in El 
Paso, Tex. Like material now 
is in course of preparation for 
three other towns, Trenton, 
N. J., Syracuse, N. Y., and 
Pueblo, Colo. They will be re- 
leased soon. Then releases of 
a similar character will be is- 
sued as soon as ready for all 
towns of 10,000 and _ over 
throughout the United States. 
By the end of the present year 
it is expected to issue 700 such 
releases. 

The El Paso release, which 
may be typical of those to fol- 
low, will consist of about two- 
thirds of a mimeographed page 
of descriptive matter and three 
or four similar pages of tabu- 
lar material, covering the dif- 
ferent types of establishments, 
hardware, paint and oil, and 
other stores, wholesale and re- 
tail. 

The distribution census now 
under way is the first ever 
taken and is being looked to 
by business interests of the 
country as being of vital im- 
portance. It is expected to 
vive a clearer understanding 
than ever before obtainable of 
markets, costs, etc., on which 
future business may be intelli- 
gently based. 


are 


| 


It will cover dis- | 


The first report by the 
Bureau of Census on distribu- 
tion by manufacturers to 


wholesalers, retailers, and other 
outlets was issued on Sept. 15, 
and covered motorcycles and 
their sales throughout the coun- 
try. Soon a similar release on 
ammunition will be ready, to 
be followed by others. Releases | 
covering hardware and other 
of the so-called heavier lines 
will not be ready for some time. 

William M. Steuart, Director 
of the Census, is personally 
supervising the huge undertak- | 
ing, which is the first of its | 





He 


any other Government. 


| veloped a skilled organization | 


at Washington in three divi- | 
sions. These divisions are: | 
Distribution of Agricultural | 
Products, Wholesale Distribu- | 
tion and, largest of all, Retail | 
Distribution. 

To head this latter division | 
he selected John Guernsey, na- | 
tionally recognized retail ad- | 
ministrator and writer, with | 
many years of practical execu- 
tive experience in large retail 
organizations. Mr. Guernsey 
was “drafted” from the retail 
field at the personal request of 
the Secretary of Commerce and 
leading retailers, and he in turn 
selected as his right-hand man 
John Clarke, field editor of the 
retail trade papers of United 
Business Publishers, who pub- 
lish HarpwareE Ace. Around 
them they have built a large, 
capable staff of editors, classi- 
fiers and reviewers, who func- 
tion as smoothly as a_ well- 
trained business organization. 

The preliminary reports re- | 
ferred to, which are pushed 
through ahead of the schedule 
for the purpose of testing the 
machinery of compilation, are 
to be followed in a few weeks 
by realeases for more than 900 
cities of 10,000 and over in 
population. This big release 
will give, for each city, the fol- 
lowing information: 

The number of retailers en- 
gaged in each kind of business, 
such as hardware or furniture | 
or grocery or department store. | 

The several types of organi- | 
zation, such as_ independents, | 
branch systems, local, sectional | 
or national chains. 

If a chain system, the size of 
the chain of which the local | 
store or stores are units. 

Number of full-time em- | 
ployees (with part-time em- | 
ployees to follow in a later | 
compilation). 





| retail business. The amount 
| paid part-time employees is in- 


| cluded, but will be separately 


| stated in a later compilation. 
Total inventory (stock 

hand) for each kind of busi- 

ness, 

Total net sales of each kind 
business, and per cent to 





| of 


| first built up a field organiza- | soa] sales. 


tion under experienced Census | 


executives and then, as the re- 
ports began to come in, he de- 





FRED F. SMITH, 48, whose 
death was recorded in the 
Sept. 6 issue of Hardware 
Age on page 64, was a native 
of Eldorado, Kan. In 1908 
he left the Missouri Pacific 
Railroad to become traffic 
manager of Independent 
Powder Co., at Joplin, Mo. 
He became assistant sales 
manager of the Independen: 
organization, joining the 
Hercules Powder Co., when 
it acquired the latter con- 
cern in 1914. Previous to 
his position as assistant di- 
rector of sales in the ex- 
plosives department, of the 
Hercules company he was 
assistant sales manager of 
the company. He was well 
known in the explosives in- 
dustry, having taken an ac- 
tive part in affairs of the 
Institute of Makers of Ex- 
plosives. 


ROLLER-SMITH APPOINTS 
J. K. WEBB AS AGENT 
The Roller-Smith Co., 233 

Broadway, New York City, 

makers of a line of electrical 


| instruments, has announced the 


appointment of J. K. Webb, 601 
Allen Bldg., Dallas, Tex., as its 
district sales agent for the State 
of Texas. 


60 


on | 


Total payroll of each kind of | HOWARD HANCOCK DIES; 


CORBIN BRANCH MGR. 


Howard L. Hancock, 41, 
| manager of the Philadelphia, 
| Pa., office of The Corbin Screw 
| Corp., New Britain, Conn., died 
|in Westmont, N. J., Sept. 6, 
after a heart attack. He was 
manager of the Philadelphia 
| office of the Corbin organiza- 
| tion for six years. Five years 
| ago he moved from New Brit- 
| ain, where he was born, to New 
| Jersey to be nearer the scene 
| of his work. 

| Mr. Hancock was well 
| known in the hardware trade 
and had a host of friends in 
| the trade, who thought very 
well of him. He is survived 
by Mrs. Hancock, three child- 
ren, his mother and father, two 
brothers and two sisters. 


| 
| 
| 





SOMMERS RESIGNS FROM 
WEST BEND ALUMINUM 


| A. G. Sommers, familiarly 
| known to the trade as “A. G.,” 
| has resigned as New York State 
representative of West Bend 
Aluminum Co., West Bend, 
Wis. For more than eight 
years Mr. Sommers covered the 
New York State territory. Five 
years of that time he represented 
| Duluth Show Case Co., Duluth, 
| Wis., and the last three years 
| he traveled for the West Bend 
| Aluminum Co. Mr. Sommers. 

has not yet announced his plans 
| for the future. 





H. K. GROSS MANAGES 
JOHN GROSS HARDWARE 


Howard K. Gross is now 
managing and carrying on for 
his mother the retail hardware 
business left by his father, 
John Gross, at 323 S. Main St., 
Akron, Ohio, who died Aug. 8. 





OWENS-ILLINOIS GLASS 
EMPLOYEES INSURED 


Owens-Illinois Glass Co., To- 
ledo, Ohio, has adopted group 
insurance, according to reports, 
covering 7000 employees. The 
insurance involves a total of 
$8,000,000 in life policies and 
a like amount of sick benefit and 
accident insurance. Ninety-five 
per cent of the employees sub- 





scribed on the original solici- 


| tation. 
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AGRICULTURE MEETING 
OPENS IN CAPITAL 


Delegates in Washington, 
D. C., met Sept. 8 for the open- 
ing of the First Inter-American 
Conference on Agriculture, For- 


estry and Animal Industry. 
Sessions will continue until 
Sept. 20. Problems of major 


importance, both scientific and 
economic, relating to virtually 
every phase of agriculture and 
its allied industries as practised 
in the Americas, are on the pro- 
gram for discussion. 

Aims of the conference are: 
To define the outstanding prob- 
lems in each country which may 
be solved by inter-American 
cooperation; to discuss policies 
and methods to be followed in 
the cooperative solution of these 
problems and to consider the 
establishment and location of 
research stations or laborato- 
ries. Official delegates from the 
countries of North and South 
America will attend as well as 
representatives of private or- 
ganizations. Papers and reports 
have been prepared by special- 
ists of the United States De- 
partment of Agriculture, in 
printed form, for the basis of 
round table discussions. 

The opening session met in 
the Pan American Building with 
Secretary of State Stimson wel- 
coming the delegates. Secre- 
tary of Agriculture Hyde, Sec- 
retary of Commerce Lamont 
and Dr. George K. Burgess, 
chief of the Bureau of Stand- 
ards of the United States, were 
on the program for subsequent 
addresses. The Conference has 
adopted a resolution for the 
holding of similar meetings 
every five years for permanent 
inter-American cooperation in 
various lines of research work. 


LA DUE & SNYDER PERISH 
IN STORE FIRE 


Fred La Due and R. Snyder 
perished in the fire which re- 
cently destroyed the hardware 
store which they operated under 
the name of La Due & Snyder, 
in Lake Odessa, Mich. 


H. R. PEIRSON DIES; HEAD 
PIERSON HARDWARE CO. 


Henry Read Peirson, 76, 
president, Peirson Hardware 
Co., Pittsfield, Mass., died Sept. 
1, at the home of his: daughter, 
Mrs. Owen Coogan, Bronxville, 
N. Y., with whom he had lived 
since 1926. Mr. Peirson, who 
had been ill for some time, was 
a director of several Pittsfield 
banks and director of the Berk- 





shire and Hampshire Mutual 
Fire Insurance Companies, from 
which he had retired as presi- 
dent in 1928. He was a native 
of Pittsfield, where he had been 
with the hardware firm which 
his father, Henry M. Peirson, 
founded in 1853. ‘ 

Mr. Peirson is survived by 
his daughter, a sister, three 
brothers and two grandchildren. 





ENOCH WOOD’S SONS 
NOW CONTROL BUSINESS 


Enoch Wood, Coalton, Ohio, 
recently turned his retail hard- 
ware business over to his two 
sons, Homer F. Wood and 
Frank L. Wood, terminating his 
management of the business af- 
ter forty years. The firm will 
be operated under the name of 
Enoch Wood & Sons, with Mr. 
Wood retaining a third interest. 

The elder Mr. Wood came to 
Coaiton more than 49 years ago, 
nine years later purchasing the 
old Miner’s Supply -building, 
where he established himself in 
the hardware business, also han- 
dling lumber and building mate- 
rials. Mr. Wood recently cele- 
brated his golden wedding annj- 
versary. 


HOWARD IS SALES MGR. 
OF E-Z ELECTRIC CO. 


Fred Howard recently suc- 
ceeded D. A. Schnebel as gen- 
eral sales manager, The E-Z 
Electric Co., Inc., 168 Madison 
Avenue, New York City. For 
five years Mr. Howard was gen- 
eral sales and advertising mana- 
ger of the Universal Tool Corp., 
Detroit, Mich. He then joined 
the Willard Storage Battery 
Co., Cleveland, Ohio, as district 
sales manager for the western 
district, with which concern he 
was connected for three years. 
Mr. Howard was also with the 
Sturges Multiple Battery Corp., 
Jamaica, L. I., where he man- 
aged the sales and advertising 
campaigns. 


TWO NEW YORK STEEL 
DISTRIBUTORS MERGE 


Eggleston Bros. & Co., Long 
Island City, N. Y., has pur- 
chased the wholesale steel dis- 
tributing business of Froment 
& Co., 160 Bank St., New York 
City, and the merger of the two 
companies will become effective 
Oct. 1. Operations of the com- 
bined company will be centered 
at the Long Island City ware- 
house of Eggleston Bros. & Co. 
Eugene McK. Froment, head of 
the Froment concern, will be- 
come vice-president of the Eg- 


| engaged in steel jobbing in the 





name unchanged will continue | 
under executive direction of Al- | 
bert J. Bragg. 

The consolidation involves | 
two companies which have been 


New York district for many 
years. The Froment company 
was organized in 1892 by Frank 
L. Froment, father of Eugene 
McK. Froment, while Eggles- 
ton Bros. Co. is one of the old- 
est iron and steel jobbing con- 
cerns in the United States, hav- 
ing been in business 101 years. 





ALLEN C. SCHUKNECHT IS 
NORTHWESTERN BARB 
WIRE DIST. SALES MGR. 


Allen C. Schuknecht has been 
appointed district sales manager 
for the Northwestern territory 





by the Northwestern Barb 
| 

A. C. SCHUKNECHT 
Wire Co., Sterling, Ill. His 


first connection with the wire 
company started about six years 
ago on the territory in north- 
eastern Iowa. Two years ago 
he was made special representa- | 
tive, covering half the United 
States. At that time he opened 
new territories and brought new 
lines to the attention of whole- 
sale distributors. 

Mr. Schuknecht has under 
his direction the territory em- 
braced in western Wisconsin, 
Minnesota, North Dakota, South 
Dakota, Montana, Wyoming 
and Canada. 


F. P. LAWRENCE WANTS 
NEW TRADE CATALOGS 


Fire which recently destroyed 
part of the F. P. Lawrence Co., | 
Richland Center, Wis., store, | 
burned all the company’s cata- | 
logs. New catalogs on hard- | 
ware, general merchandise, | 
crockery, sporting goods, tools, 
cutlery, electrical appliances, 
stoves, ranges, farming equip- 
ment, kitchenware, woodenware 
and similar lines will be appre- 
ciated. The estimated loss was 





} 


gleston company, which with | $20,000. 


RCA VICTOR ACTIVITIES 
MOVE TO CAMDEN, N. J. 


The entire activities of the 
RCA Victor Co. have been con- 
solidated in Camden, N. J., with 
the removal from the Wool- 
worth Building, New York 
City, of all the sales operations 
of the Radiola division, Engi- 
neering Products division, and 
the RCA export department. 
Offices of the Radio Corpora- 
tion of America, parent holding 
company, will remain in the 
Woolworth Building. 

By this move it is expected 
that more efficient and economi- 
cal operation of the entire con- 
cern will result. The RCA 
Victor Co. has assumed the en- 
tire cost of transplanting more 
than 225 employees from New 
York, according to E. E. Shu- 
maker, president of the organi- 
zation. It provides, through its 
plan, the cost and facilities for 
moving the individual, his fam- 
ily and household effects. The 
company has undertaken to re- 
imburse employees for losses 
incurred in disposing of prop- 
erty in which they live, or for 
cancellation of rental leases. 
Assistance is being given to 
help employees obtain living in 
and near Camden, and tempo- 
rary living expenses are being 
allowed while employees are lo- 
cating permanent quarters. 
Those employees unable to move 
to Camden with the company or 
its subsidiaries will be placed 
as far as possible within the 
organization or with other con- 
cerns. 

Sept. 18 has been set aside 
by the Mayor of Camden as a 
holiday, in recognition of the 
placing .of the company’s re- 
sources in that city, at which 
time Camden will be dedicated 
1s The Radio Center of the 
World. Mr. Shumaker recently 
made the statement that “to talk 
prosperity means nothing. We 
must provide work for the in- 
dividual; labor must be use- 
fully employed and prosperity 
will follow.” 


SAMSON-UNITED CORP. 
OPENS N. Y. OFFICE 


Samson-United Corp., Roches- 
ter, N. Y., manufacturers 
stainless steel kitchen tools and 
cutlery and electric appliances, 
has opened an office in the Fifth 
Avenue Building, 200 Fifth 
Ave., New York City. The of- 
fice, which was opened as an 
additional facility for customers, 
is in charge of A. A. Berman, 
His assistant is D. 


ot 


manager. 
Koblenzer. 
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Part Three of the National Retail Credit 
Survey Available 


(From Our Washington Bureau) 
That retail hardware stores do 
a much greater credit business 
than does the average retail es- 
tablishment is shown by a com- 
parison of the figures of the Na- 
tional Retail Credit Survey, con- 
ducted by the Domestic Com- 
merce Division of the Depart- 
ment of Commerce. 

The smaller hardware dealers 
did a much larger proportion 
of their business on a cash ba- 
sis than the larger ones. The 
range for the smallest stores 
(those with annual net sales 
less than $25,000) was 61.3 per 
cent on a cash basis, to 20.5 per 
cent for the largest stores 
(those with annual net sales of 
$250,000). 

For all the reporting retail 
establishments covered in the 





survey, 58.6 per cent of their 
sales was for cash, 32.2 per cent 
on open credit, and 9.2 per cent 
installment credit. 

Of the 706 department stores, 
172 sold for cash only; 385 sold 
for cash and open credit; one 
sold for cash and installment 
credit only, and 148 sold for 
cash, open credit and _ install- 
ment credit. 

This section of the survey 
has just been published and is 
available, like parts one and 
two, from the Superintendent of 
Documents, Washington, or at 
any district of the Bureau of 
Foreign and Domestic Com- 
merce for 10c. a copy. 

Much additional data regard- 
ing bad debt losses and other 
phases of credit extension are 
to be found in the report. 





Trade Commission 


Postpones Revising 


Trade Practice Conference Rules 


(From our Washington 
Bureau. ) 

The Federal Trade Commis- 
sion is holding up promulgation 
of trade practice conference 
rules until after Oct. 25, or 
later. This is being done at 
the suggestion of the American 
Trade Association, which will 
meet Sept. 25-26 in Niagara 
Falls, Ont., when the subject 
of trade practice rules will be 
one of the most important dis- 
cussed. The association desires 
to agree upon recommendations 
to be submitted to the Commis- 
sion with a view to closer co- 
operation with it concerning 
trade practice rules. 

The Commission consented to 
wait until 30 days after Sept. 
25 before issuing revised rules 
to conform to its new policy, 
which has been the subject of 
a great deal of discussion by 
industries, trade associations 
and others interested. It is felt 
that the Commission’s new 
policy is too restrictive and 
largely destroys the value of 
the trade practice conferences. 

Particular objection has been 
made to the new practice of in- 
corporation in Group II rules 
provisions of the anti-trust 
laws. This class of rules are 
those adopted at a trade prac- 
tice conference and have been 
accepted by the Commission as 
“expressions of the trade.” 
The Commission thus does not 
pass upon their legality or ille- 
gality. In this way they differ 
from the other set of rules, in- 
cluded in Group I, which pro- 
vide for elimination of trade 





practices which the Commission 
holds are clearly illegal. 

In Group II rules, business 
and industry endeavors to do 
away with practices which are 
held to be unethical, and uneco- 
nemical, though they may not 
be illegal. In effect, it is 
agreed through these rules to 
go beyond the requirements of 
law. The Commission’s policy 
of hedging these rules around 
with provisions of the Clayton 
and other anti-trust acts is held 
to have largely nullified the 
purpose of the rules. The ap- 
parent reason for the new policy 
of the Commission was based 
on complaints, perhaps chiefly 
from the Department of Jus- 
tice, that there had been in- 
stances where resort was made 
to certain Group II rules to vio- 
late the law, particularly in the 
way of price-fixing. 

Those opposing the changed 
policy, however, have replied 
that the remedy lies in prose- 
cuting the violators rather than 
punishing the vast majority who 
do not violate the law by weak- 
ening or destroying the purpose 
of the rules. They are hoping, 
therefore, that the Commission 
can be dissuaded from its new 
policy and will at least modify 
it so that the effectiveness of 
the rules will be retained. Since 
there is a difference of opinion 
with the Commission itself on 
the new policy, there are those 
who profess to believe the rec- 
ommendations to be made at 
Niagara Falls will be accepted 
either in whole or in part by the 
Commission. 


H. T. GILBERT IS ASS°T TO | 
REPUBLIC STEEL PRES. 


Harry T. Gilbert, vice-presi- 
dent in charge of sales of the 
Republic Steel Corp., Youngs- 
town, Ohio, since its formation 
early this year, has been made 
special assistant to the presi- 
dent. Mr. Gilbert is succeeded 
by Norris J. Clarke, who has 


HARRY T. GILBERT 


been vice-president and chair- 
man of the executive commit- 
tee of Lamson & Sessions Co., 
Cleveland, Ohio. Mr. Gilbert 
will assist T. M. Girdler, chair- 
man and president of the Re- 
public Corp., in matters of pol- 
icy in commercial affairs of the 
corporation and its subsidiaries. 
He has been affiliated with the 
iron and steel industry as a 
sales executive for many years, 
having been vice-president in 
charge of sales of the Republic 
Iron & Steel Co., which formed 
a nucleus of the Republic Steel 
Corp. merger. Previously he 
was vice-president, Sharon Steel 
Hoop Co. 

Mr. Clarke was formerly 
president of the Lake Erie Bolt 
& Nut Co., Cleveland, Ohio, 
which he organized in 1919. 
When it was merged in De- 
cember, 1929, with the Lamson 
& Sessions Co., he became an 
officer of the latter concern. In 
1896 he began as an office boy 
with the Bourne-Fuller Co., now 
one of the units of the Republic 
organization. He entered the 
sales department, and in 1905 
was manager of the concern’s 
Pittsburgh office. In 1912 he 
was made secretary and direc- 
tor, becoming vice-president of 
the Upson Nut Co. in 1918, 
which was later taken over by 
the Bourne-Fuller Co. He 
served in 1918 as a major in 
the Ordnance Department in 





Washington, D. C. 





SORZANO DIRECTS ARCO 
FOREIGN SALES WORK 


The Arco Co., 7301 Bessemer 
Ave., Cleveland, Ohio, makers 
of paints, varnishes and lac- 
quers, has announced the ap- 
pointment of Julio F. Sorzano 
as director of foreign sales. 
He will assume charge of the 
company’s foreign and export 
activities on Oct. 1. 

For seven years he was ex- 
ecutive secretary, The Pan 
American Chamber of Com- 
merce, New York City. In 
1922 he was made export man- 
ager of Toch Bros., New York 
City, becoming export manager 
of the Standard Varnish 
Works, New York City, in 


1926, when the two concerns 
were merged. Mr. Sorzano re- 
signed from the Standard com- 
pany to accept his new position. 
He has traveled extensively, 
written numerous articles deal- 
ing with various phases of for- 
eign sales work and is an ac- 
tive participant in the affairs of 
several export organizations. In 
addition to his affiliation with 
the Pan American chamber, he 
is a member of the Chamber 
of Commerce of the State of 
New York, the Canadian Club 
of New York, the Pan Ameri- 
can Society and the Export 
Managers Club of New York. 


DAVIS, DISTRICT MGR., 
ROBBINS & MYERS SALES 


Robbins & Myers Sales, Inc., 
Springfield, Ohio, manufactur- 
ers of electric fans, motors, 
household appliances and mate- 
rial handling equipment, an- 
nounces the appointment of W. 
R. Davis as manager of their 
eastern district, succeeding C. 
A. Stirling, who recently re- 
signed. 

Mr. Davis has for many years 
been a familiar figure in the 
electrical industry, having pre- 
viously been associated in ex- 
ecutive capacities with several 


of the country’s leading organi- 
zations. Among the companies 
he was connected with are: 
Electrical Research Products, 
Inc., American Electric Motor 
Co., The Magnavox Co., Oak- 
land, Cal., Manhattan Electri- 
cal Supply Co., New York City, 
and Illinois Gas & Electric Co. 
During the World War he was 
in charge of experimental work 
for the development of radio 
for aircraft. 
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Genico Incinerator 


General Incinerator Co., Alliance, Ohio, 
makes Genico incinerator No. 2, a 2 bushel 
model, 32 inches high, 2] inches in diameter, 
having a net weight of 175 Ibs. or a gross 
weight of 195 Ibs., with a flue connection of 
6 inch size. It burns garbage and rubbish, 
without the use of gas or any supplementary 
fuel, burning from top downward, without 
creating smoke or odor, during burning, says 
the maker. Top, grate and base are cast- 
ings, inside shell, or main body and V perforated combustion chamber 
are of Y inch special heat resisting steel plate. Outside shell is of 
5/32 inch steel plate. It is electric welded throughout, with top and 








base, finished in black and body of dark green finish. Suggested retail 
selling price is $65.00, exclusive of installation charges. 
is $39.00, or a discount of 40%. 
larger orders. 


Cost to dealer 
Larger discounts are available for 


Improvement on 
Design of Pliers 


By converting the 
ends of the handles or 
bows of a forged plier 
into a stripping device 
for stripping insulation 
from wire and by the 
addition of two cutting 
jaws, pliers are now to become three tools in one. This improvement in 
plier design may be made on any plier. It is covered by a patent pend- 
ing to P. F. Reichhelm, American Swiss File & Tool Co., Elizabeth, 
N. J. Linemen and other electrical workers, will be enabled to carry 
one less tool and simplify several operations, formerly requiring several 
tools and much time to do. With this improvement, one operation 
will cut and remove corrosion and other impairing matter as well as 
insulation, leaving the wire end smooth and polished ready for perfect 
contact. Plier ends are arranged to enable jaws to bite into insula- 
tion, without cutting wire or wire strands. By twisting plier once or 
twice about the wire, insulation is severed and may be removed by 
merely pulling closed stripper:jaws in the direction of the wire end. 
It is adapted for several gages of wire and the resiliency of the handle 
makes it possible to strip wire of different gages, without danger of 
biting the wire. 





Holman Steel 
Bar Clamp 


Adjustable Clamp Co., 
417 N.: Ashland Ave., 
Chicago, Ill., produces 
the Holman Steel Bar 
Clamp, a quick action clamp, of simple design. 





It is quite powerful, 
and has a multiple disc clutch, which grips bar automatically at any 
point against any pressure of the screw. Clutch is easily released by 


finger grips conveniently located. Se!f-locking foot takes care of all 
adjustment to fit the work, instantaneously, as the clamp is adjusted. 
It saves time in operation, reducing operating costs, at the same time 
doing a beter job on glue work, by having pressure applied before 
glue has a chance to chill or begin to “set.” Bar is 5/16 by 1% inch 
round edge flat special analysis high carbon (spring) steel, to give 
great stiffness There are no notches cut from bar, so that it retains 
its full strength. Clutch discs are electrically heat treated to give 
long life in service, and are easily reversed, if they become worn. 
Jaws reach full 2 inches from edge of bar. Screw is cold drawn steel, 
5% inch diameter, with very deep coarse threads. A hardened wearing 
plate in front of screw is another feature. 


Handy Listener 


E. D. Linton, 238 Massachusetts Ave., Providence, R. |., distributes 
the Handy Listener, a telephone device which can be applied to up- 
right phones. It is of aluminum and may be bent to suit the user. 
At one end of the device is a lug, which can be inserted on the screw 
which holds the mouthpiece on the telelphone. Several inches from the 
end is a screw, enabling the device to be adjusted. For the receiver 
the metal piece is bent to hold it steady and level. For protection the 
receiver support is rubber insulated. The suggested retail selling 
price is $1.50 each. Prices to dealers on request. 


Steel Display Counter No. 15 


Steel Utilities Corp., Woodlawn and West Side Ave., Jersey City, 
N. J., makes this No. 15 display counter, of furniture steel, in mahogany 
and walnut shades. It is equipped with adjustable glass divisions, card 
and card holder. The net weight of this display, which sells to the 





dealer for $21.50, is 65 Ib. Table is 38 in. long, 22 in. wide and 34 
in. high. It is of attractive design, made of heavy steel for permanent 
service. An exclusive one piece combination top, rim and apron con- 
struction and 3/16 x 3-in. bulb edge glass rims with 4% by 2-in. bulb 
edge adjustable glass subdivisions are features of this fixture. It is 
designed particularly for use as a ten cent item table. The combina- 
tion top is found on other models offered by the organization. 


Dyaltype Transformers 


American Flyer Dyaltype transformers are 
made by American Flyer Mfg. Co, 2219 
South Halsted Street, Chicago, Ill., for 
operating model railroad lines. They are 
available for 110 volt lines. Pointer on the 
knob indicates on the direct reading chart 
the voltage being used. Suggested retail 
prices are: No. 1289, 50 watts, 60 cycles, $3.50 each: No. 1257, 50 
watts, 25-40 cycle, $4.25 each; No. 1290, 75 watts 60 cycles, $4.25 
each; No. 1252, 75 watts, 25-40 cycles, $5.50 each: No. 1295, 100 
watts, 60 cycles, $6.25 each; No. 1262, 100 watts, 25-40 cycles, $8.50 
each and No. 1296, 150 watts, 60 cycles, $8.00 each. 


— 


Peerless Beach Back 


Tucker Duck & Rubber Co., Fort Smith, Ark., offers the beach back, 
serviceable for lawns, beaches, for the sick and convalescent and for 
general comfort. Frames are finished in natura! varnish or blue, red 
and green with striped covers to match. »Covers are of heavy material, 
that may be removed for laundering. Canvas apron is 18 inches long, 
thus protecting clothes from moisture and soil. They are adjustable 
to four positions. 
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Holdsmore Grass Catcher 


The Nox-All Holdsmore grass catcher is offered by Canvas Products 
Co., 1240 South Seventh Street, St. Louis, Mo. It has a patented flange 
set at an angle, immediately behind the blades. This device automati- 


cally stacks up the cut grass as it slips forward. It is so made that it 
is unnecessary for the operator to stoop at frequent intervals to prevent 
grass from slipping out on the lawn. This enables the operator to run 
the mower for a long period, before having to empty the catcher. 


Feeler Stock Display Stand 


An attractive and prattical feeler stock display stand is offered to 
dealers by The L. S. Starrett Co., Athol, Mass. Cabinet is 10% x 4% 
inches and occupies little counter space. Each cabinet, which is also 


r 


suitable for wall use, holds ten 25 foot rolls of Starrett Feeler Gage 
Stock, No. 666 in assorted sizes from .0015 to .0I5 thick. Starrett 
Feeler Stock No. 666 is used for checking gear play, fitting pistons, 
checking ring clearance, spark gaps and valve tappet clearance. For 
smaller auto repair shops sales are usually by the foot, while larger 
stations usually buy the stock in complete rolls. This display stand is 
sent free with each order of ten rolls of Feeler Stock 


McCarthy Aluminum Stove Pipe 


McCarthy pure aluminum stove pipe, made by the McCarthy Mfg. 
& Supply Co., Inc., W. 67th St. and Pear Ave., Cleveland, Ohio, is 


The maker states that it will not rust, 
tarnish or peel and that 
its lustre will last for 
years. It is light, needs 
no supporting wire and 
the adjustable elbows are 
flexible, yet rigid. Dealer 
list prices are as follows 
5 inch size, 24 inches 
long, $13.20 per dozen; 6 
inch size, 12 inches long, 
$7.20 per dozen; 6 inch 
size, 6 inches long, $4.80 
per dozen Adjustable 
elbows and collars for the 
six inch pipe are respec- 
tively: $9.00 and $4.80 
per dozen. List prices to 
dealers on the 4 inch sizes 


impervious to the elements. 


are: 24 inch length, $7.20 per dozen; 12 inch length, $4.20 per dozen 
and 6 inch length, $3.00 per dozen. Prices on adjustable elbows, small 
collars and large collars for the 4 inch size are $5.00, $3.00 and $4.80 
per dozen respectively. On the three inch size list prices are per 
dozen; 24 inch length, $7.00; 12 inch length, $4.00 and 6 inch length, 
$2.75. Adjustable elbows and small collars for this size are respectively, 
per dozen, $4.80 and $3.00. Tapered joints list as follows: 4 to 3 inch, 
12 inches long, $6.00 per dozen; 4 to 3 inch, 24 inches long, $9.00 per 
dozen; .5 to 4 inch, 24 inches long, $12.00 per dozen and 6 to 4 inch, 
24 inches long, $13.80 per dozen 


Keen Kutter Window Clock 


The Keen Kutter window clock is offered to dealers by Simmons 
Hardware Co., St. Louis, Mo., in two models, both costing the dealer 
$35.00 each. These clocks may be obtained free by Keen Kutter 
dealers purchasing in one single order Keen Kutter products amounting 
to $300 or more. Clocks are packed in single cartons, weighing about 


15 Ibs., with full operating instructions. They rest on black enameled 
wrought iron stands 26 inches high. Clock is red enameled, 1834 
inches in diameter, with 15 .inch white dial. Model KKEC is the 
electric model, operating only on 110 volts, A.C., 60 cycles. It is 
supplied with cord and separable attachment plug and will operate 
only where time frequency is regulated by the electric light company 
supplying the current. No. KKWC is the spring wind clock, equipped 
with a high grade 8 day movement. On the back of the case is at- 
tached the winding key and hand sets 


Culitho Garden Tool 


Gulitho No. 22 is a new garden tool offered by The Cronk & Carrier 
Mfg. Co., Montour Falls, N. Y. It has 6 by 1% inch tempered spring 
steel blade, cutting edge, sharpened malleable one piece plate and 
shank. Handle is 41/3 feet. Culitho is used by drawing toward 


\ CULTIHO 
es 4=SAVES HALF YOUR TIME 


operator, cutting all weeds and leaving a smooth level mulch. Weight 
per dozen is 25 Ibs. It is offered to the dealer for $8.00 per dozen. 
The suggested retail selling price is $1.00 each. Standard bundles con- 
tain six of these tools. 
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Segal No. 38000 Lock 


A mortise lock with Segal jimmyproof cross bolt for all entrance 
doors, known as Segal No. 38000 is produceed by Segal Lock & 
Hardware Co., Inc., 12 Warren St., New York City. It has easy 
spring latch bolt operated by knob, both sides and self adjusting 
strike. The jimmyproof deadlock is operated by a cylinder outside; 





turn knob, or cylinder inside. Outside knob is locked 
by stop in face. Case is Japanned iron, 5¥2 x 4 % inchees, front 
is cast bronze, polisheed, 8 x 1% inches. Backset is 234 inches 
standard, strike is 134 inch lip to center 1 inch box depth. Hub is 
cast bronze 3 inch swivel, latch bolt is 34 x ¥%, 9/16 inch throw, 
and hardened steel deadbolt is 134 x 9/16 x 13/16 inch throw. 
Lock is*also offered in models for operation by lift.outside ‘and knob 
inside and for operation by lift on both sides. The type for operation 
iby lift, both sides, is offered with double cylinder, 38700 DC, with 
no stop works, 38700 % and 38700 % DC, with double cylinder, no 
stop works. 


and by 


Spee Dee Kleen 


Spee Dee Products Co., Phila- 
delphia, Pa., offers a French dry 
cleaner for household use, under 
the name Spee Dee Kleen, which is 
put up in gallon and half gallon 
cans. It is non-explosive, non-in- 
jurious and has no offensive odor. 
Spee Dee Kleen is readily adaptable 
to cleaning all kinds of wearing 
apparel such as coats, suits, dresses, 
hats, gloves, neckties. It may be 
used for handbags and for gener- 
al cleaning use and will not harm 

‘ the sheerest fabrics, as it requires 
no vigorous rubbing. Fabrics are best cleaned with it by dipping, 
rinsing and hanging up to dry. Cleaner may be used more than once 
by letting it settle for 24 hours after using and then pouring off the 
clear liquid. The suggested retail selling prices are: $1.25 per gallon 
and 70c per 2 gallon. Dealer discount is 30%. 


ERFECT SAFETY 
ad ht INJURE THE 
FINEST FABRICS 
FRENCH DRY.CLEANERFOR HOUSEHOLD USE 


jae 





Luther Sickle and Tool Grinder 


Luther, Inc., Milwaukee, Wis., makes the Luther sickle and tool 
grinder, for portable or permanent tool bench use, insuring positive 
and adequate power for all work through V belt drive. It may be 





quickly converted into bench tool grinder by removal of cone wheel 
and use of another tool wheel. Sickle holder permits sharpening six 
sections before resetting and sickle weight is supported by holder, re- 


storing bevels the same as when new. Base is 514 inches wide, 13% 
inches long and shaft is i2 inches long, 34 inch diameter. New De-. 
parture ball bearings, or other standard make, adjustable work rest, 
Westinghouse % hp., or other standard make and G. E. toggle type 
switch, are part of the equipment. Wheels are accessible from side 
or face. Disc sharpening attachment is available at small extra cost. 
Grinder has medium grit tool wheel, 6 x 1% x 1 inch and bevel face 
sickle cone, 5¥% x 3% x \% inch. Carrying handle is on grinder base. 
Suggested retail prices are: Tool Grinder No. 630, $47.50 and $45.00 on 
Sickle grinder No. 640. Cost to dealers is respectively: $37.50 and 
$36.00. These prices apply on equipment with 14 hp, 110 volt, 60 
cycle, | phase A. C. motor. Special quotations are available on special 


motors 


One Minute Washers 


Three new model One Minute Washing Machines are produced by 
The One Minute Mfg. Co., Newton, lowa. Model 20 has full oversized 
porcelain tub, with convenient outside automobile type clutch control, 
improved self draining trough type wringer, equipped with 2% inch 
balloon rolls. It has submerged agitator with Lynite finish, silent, 
in a bath of oil and a powerful West- 
30 electric washer has large oversized 


sealed gear assembly running 
The model 


inghouse motor. 


ji 





tub, porcelained inside with outer jacket to retain heat, convenient 
outside clutch control lever, modern pressure cleanser type wringer 
with 2¥2 inch balloon rolls and a fast washing Lynite satin finish. 
Submerged agitator, enclosed and service sealed gear assembly run- 
ning in bath of oil and a Westinghouse motor are features of this 
model. Model 120 is of the same construction as model 20, but with 
new type Briggs and Stratton, 4 cycle gasoline engine, instead of 
electric motor. At slight extra cost, models 20 and 30 may be fitted 
with handy electric rotary ironer, which is interchangeable with 
wringer. It will heat quickly and will, according to the maker, do the 
work of ten flat.irons. List prices are, mcde! 20, $99.50, model 30, 
$130.50, and model 120, gasoline engine, $14 


Milk and Package Receiver 


The Milcor Milk and Pack- 
age Receiver, made by the 
Milcor Steel Co., Milwaukee, 
Wis., is absolutely sanitary 
and warp-proof, made of high- 
est grade copper alloy steel 
stamped and drawn. Hinges 
are integral with door and 
frame Two frames, with 
doors are connected by an ad- 
justable body, sliding upon it- 
self, permitting easy adjust- 
ment when installing. Locks 
or catches are made of 
wrought steel and are un- 
breakable. It is made in two 
sizes, for wall thickness 5 to 
8 inches, with wall opening 
9 x 11 inches and for wall 
thickness 8 to 14 inches 
Both models weigh for shipping 17 Ibs. each. Where wall thickness is 
great enough it can be adjusted to hold six or more bottles of milk. 
It consists of a single unit, needing no riveting or welding. This re- 
ceiver is fireproof 








einen 
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Peerless Chair No. 70 


Peerless chair No. 70, 
made by Tucker Duck & 
Rubber Co., Fort Smith, 
Ark., is a very small folding 
chair, weighing about 7 Ibs. 
Chair is excellent for pic- 
nics, fishing trips and for 
carrying folded, underneath 
baby buggies, for use of 
nurse or governess. It is 
finished in natural or beach 
finish or walnut stain, as 
well as in colors. There are 
only two slats in back and 
seat is 124% x 13 x 18 
inches from floor. Back is 
18 inches wide. Tucker's 
Master folding chair is sim- 
ilar, but of smaller size and 
lighter weight, for children’s 
use. It has one slat in back 
and weighs about 5 Ibs. 





Hubbard Socket Shank Shovels 


The Hubbard socket shank shovel has a con- 
struction, said to give it far greater strength with- 
out additional weight. Blade and socket of the 
socket shank are one piece of special analysis car- 
bon steel, tempered by heat treatment from end to 
end, eliminating any weld. Socket completely sup- 
ports the handle for a full ten inches, making handle 
breakage practically impossible. Precision curve of 
the tempered socket will not bend out of line, and 
the shovel is said to hold its lift and balance for life. 
Cost to dealer on Hubbard socket shank shovels and 
spades is: Class A, black finish, $11.99 per dozen, 
on class B, $10.52, and on class C, $9.95 per dozen. 
For polished finish prices are subject to $1.25 ad- 
vance per dozen. Hubbard & Co., Montpelier, Ind., 
is the maker. 





Walco Pipe Wrench 


Walworth Co., Statler Bldg., Boston, Mass., offers the Walco pipe 
wrench, through its general sales offices, 60 East Forty-second Street, 
New York City. Sizes 14, 18, 24 and 36 are now available. Size 48 
will be ready September 15 and size 10 will be ready October 15. 
Sizes 6 and 8 are also planned. It has only four parts; bar, jaw, nut 





and spring. Bar and frame are forged 1 piece drop forged steel, as is 
the jaw. Steel nut rests upon a double action spring, taking place of 
two springs used in the Stillson wrench. The company states that the 
Stillson has malleable frame» which will not withstand the same service 
and hammering which the Walco will stand. This new wrench supple- 
ments the company’s pipe tool line. List prices on complete wrenches 
are: 14 inch, $3.85; 18 inch, $5.50; 24 inch, $8.50; 36 inch, $15.00 
and 48 inch, $25.00. These respective sizes take pipe measuring: 
Y%4 to 1¥%2, % to 2, % to 2%, Y% to 4 and | to 6 inches. 


Baker-Case Machinists Chests 


Baker-Case Mfg. Co. Inc., Racine, Wis., is introducing a line of 
leatherette and quarter sawed oak machinists chests, consisting of four 
models, two sizes. Chests are made to fill the needs of the machinists 
using a wide variety of tools. There is the steel drawer runner type 
construction, insuring permanent and positive ease in use of drawers 
Drawers are spacious and the front doors are fitted with a steel rail 
at the bottom insuring further permanence. Style 100 is leatherette 
covered with till top and 7 drawers. Drawer fronts are quartered oak. 
Style 110 is quartered oak till top with 7 drawers. Model 100-17 


measures 17 x 9 x 12 inches, its shipping weight is 19 lbs. It lists 
at $18.00. Model 100-20 is 20 x 9 x 12 inches, shipping weight 20 
lbs. List price is $19.00. No. 110-17 is 17 x 9 x 12 inches. Shipping 
weight is 21 Ibs. List price is $18.00. Model 110-20 measures 
20x. 9 x 12, shipping weight 21 Ibs. It lists at $19.00. Styles 





115 and 120 are offered in quartered oak, with 8 and 5 drawers 
respectively, in the same sizes as the other models. Model 115-17 lists 
at $14.00. Its shipping weight is 19 Ibs. Model 115-20 lists at 
$15.00, and weighs for shipping, 22 Ibs. Model 120-17 and model 
120-20, weigh 15 and 18 Ibs. respectively, listing at $11.00 and $12.00 
respectively. 


Zeno Collar Button 
Sales Machine 


The Zeno sales machine — is 
loaned to retail dealers for the 
sale of Zeno collar buttons. The 
retail price on these buttons is 10c 
each. Dealers are offered the but- 
tons, in six styles, for 5c each. 
The quantity purchased by the 
dealer for the use of the sales ma- 
chine, varies as to the season and 
location of the store. Zeno Button 
Co., Indianapolis, Ind., offers this 
product, which is of one piece, 
made by special machinery from a 
round disc of rolled gold plate. 
Hammering process hardens the 
stock, making the posts stronger. 
Burnishing imparts a hard, smooth 
finish, leaving all the gold on the 
buttons that was on the stock. 
The machine delivers the button 
to the customer, upon the inser- 
tion of a dime, without the need 
of bothering the salesman. 








Dishmaker Electric Hedge Trimmer 


The Dishmaker Mfg. Co., Inc., Kewaunee, Wis., offers the trade this 
electric hedge trimmer machine, to retail for the suggested retail sell- 
ing price of $85.00. It weighs seven Ib., has an over-all length of 31 
inches and cuts a width of 13 inches. Moving knives or sickles, of 
which there are two, are reciprocating in their movements, moving in 





opposite directions, eliminating vibration and preventing big stalks get- 
ting caught on ends of cutting teeth. Two: sickles work in a channel 
bar, which holds their cutting edges together. Housing is of cast 
aluminum and knives are of fine quality. Polished steel shafts, running 
in graphite bronze bearings, transmit the power of the ¥% hp. motor 
through spiral gears and eccentrics to the knives. Motor, which is 
Dumore type, is 110 universal, for operation on either direct or alter- 
nating current. With this machine one man can trim both the top 
and sides of 100 feet of hedge in fifteen minutes. !t may be held at 
any angle, allowing the trimming of the shrubbery into intricate de- 
signs. Grass, around trees, walks or walls, or in similar places, where 
a lawn mower will not reach are accessible to this cutter. 
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Why a Model Kitchen? 


border of seaweed and fish on a 
green background. Flower gar- 
dens, too, may blossom in stencil 
designs on kitchen walls. 

Having decided upon his color 
schemes, the hardware dealer 
should build a kitchen with three 
walls of wallboard on a light 
frame and enamel it with enamel 
which contains an excess of lin- 
seed oil. A glossy finish is best 
for kitchens as it is most easily 
washed. However, a semi-glossy 
finish is also washable and dis- 
tributes the light better. The 
remainder of the furnishing of 
the kitchen will depend upon 
the extent of the dealer’s mer- 
chandise. If his store is large and 
he carries the great variety of 
merchandise which is coming to 
be a part of the modern hardware 
store, he will be able to furnish it 
within his shop. In the case of 
the more limited hardware store, 
the dealer will have to cooperate 
with his business associates for 
articles needed to complete the 
kitchen. This presents -no difficul- 
ties, as credit can be given those 
who lend any outside part of the 
display. 

As unpainted furniture is part 
of a great number of dealers’ mer- 
chandise, kitchen chair and table 
may be partially painted to indi- 
cate the method. Built-in features 
—ironing board, cupboard, bins 
and drawers—offer the same op- 


(Continued from page 55) 


portunity for painting. Further- 
more, they afford space for the 
display of other hardware mer- 
chandise, such as kettles, pans, 
cutlery, glassware and china. 

A linoleum floor indicates the 
linoleum of the dealer and as un- 
waxed printed linoleum should be 
varnished, the opportunity for a 
varnish sale may be worked into 
the display. The dealer should 
be able to advise the visiting 
housewife on the means of refin- 
ishing her kitchen as well as add- 
ing to it. Besides the color 
scheme, he must describe the re- 
finishing processes for walls, 
woodwork and furniture. If de- 
calcomania transfers and stencils 
are part of his line, these may be 
used, along with lining or strip- 
ing to decorate the furniture and 
walls as well as drawer fronts and 
cupboard doors. 

An excellent method of insuring 
interested attention and at the 
same time attracting the maximum 
number of women, is to secure the 
services of some local expert in 
the niceties of cooking and then 
advertise that a demonstration 
will be held in the model kitchen. 
Despite any trend toward canned 
goods as opposed to the stoves and 
home cooking of our near ances- 
tors, there are still a legion of 
women who possess an acute in- 
terest in cooking, particularly in 
the preparation of new dishes. 


Thus any announcement that a 
cooking demonstration will be 
given is logically bound to gain 
the interest of the majority of 
housewives and provide them with 
an incentive to view the model 
kitchen. : 

Once they are present, there is 
no difficulty in getting them to ex- 
amine the exhibit and extol the 
advantages it possesses over the 
old and drab kitchens. Inciden- 
tally, the presentation of free 
cooking lessons creates good will 
for the dealer, the importance of 
which it is hard to estimate. 

Viewed from any angle, this 
suggestion is certain to prove 
profitable to the dealer and get 
many new custemers for him. It 
is only necessary to dramatize, as 
it were, the average woman’s fun- 
damental interest in attractive, 
cheerful kitchens and her desire 
to cook perfectly. Dealers in va- 
rious parts of the country have 
followed the general plan outlined 
in this article and have found 
their efforts attended by a marked 
degree of success. 

Business conditions today and 
modern competition make it im- 
perative for dealers to adopt un- 
usual and interesting methods of 
selling their products to the pub- 
lic. The suggestions contained in 
this outline have proved practical 
and successful. 








Sanitary Milk 
Bottle Container 


The No. 101 
sanitary milk bottle con- 
tainer may be attached to 
wall of house or apartment 
to keep milk safe from 
summer 
winds. 
dogs away from the milk 
and cream, deposited in it. 
The Perfection Mfg. Co., 
2701 N. Leffingwell Ave., 
St. Louis, Mo., offers it to 
the dealer for $16.50 per 
When purchased in 
lots of one gross or more 
discount of 25% is allowed. 
Suggested retail selling price 
is $2.25. 


dozen. 


insulated 


sun or winter 
It keeps cats and 





carton 24 x 7 x 2 inches approximately. ; 
vided for literature and consumer's samples of Vimlite. 
samples and literature is shipped with each display. 


Vimlite Display 


This Vimlite display rack is 
offered free to dealers stock- 
ing Vimlite flexible health 
glass, by the New York Wire 
Ctoth Co., 342 Madison Ave., 
New York City. It serves as 
a display and a dispenser. 
The goods may be reeled off 
and cut directly from the dis- 
play. Rack is all metal, col- 
lapsible and enameled in three 
colors. When assembled the 
rack with a carton in place 
takes less than three square 
feet of table space. It fits 
either a 50 or 100 ft. carton 
of Vimlite and is shipped in 
Metal pockets are pro- 
Supply of 
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GENERAL MARKET 
NEWS orf tHE WEEK 


Car Loadings Increased 
for Week Ended Aug. 30 


Loading of revenue freight for the 
week ended on August 30 totaled 984,504 
cars, according to the car service division 
of the American Railway Association. 

This was an increase of 43,955 cars 
over the preceding week, increases being 
reported in the loading of all commodities. 
Compared with the same week last year, 
however, it was a reduction of 177,596 
cars, and a reduction of 132,207 cars be- 
low the same week in 1928. 

Loadings for the week compared with 
same week last year follow: 

Miscellaneous freight, 385,041 cars, a 
decrease of 83,373 cars; merchandise less 
than carload lot freight, 239,175 cars, a 
decrease of 27,568 cars; coal, 168,879 cars, 
a decrease of 20,821 cars; forest products, 
42,966 cars, a decrease of 26,857 cars; 
ore, 55,748 cars, a reduction of 19,489 
cars; coke, 8,483 cars, a decrease of 3,376 
cars. 

Grain and grain products loading for 
the week totaled 59,658 cars, an increase 
of 6,162 cars. In the Western districts 
alone grain and grain products loading 
amounted to 45,077 cars. 


Bank Debits Declined 
in Week Ended Sept. 3 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
September 3, which included but five 
business days, aggregated $9,777,000,000, 
or slightly below the total reported for 
the preceding week and 39 per cent below 
the total reported for the corresponding 
week of last year, which also included but 
five business days. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to $9,124,- 
000,000, as compared with $9,175,000,000 
for the preceding week and $15,204,000,000 
for the week ended September 4 of last 


year. ry 


Hardware Shows 
Seasonal Gain 
New York, Sept. 17.—A slight, 


but noticeable seasonal improve- 
ment in the current demand for 
hardware throughout the country 
was evident during the past week. 
The advancing fall season has been 
the principal influence lending im- 
petus to trade activity. 

The first cold spell will serve to 
further accelerate the demand and 
a gradual upturn in business is ex- 
pected during the balance of the 
year. Dealers are delaying order- 
ing winter and holiday merchan- 
dise until the last minute, probably 
in view of a somewhat easier price 
trend and uncertainty as to what 
the future may hold. As a result, 
it appears that an avalanche of or- 
ders will materialize in a rush, re- 
sulting in shortages and delayed 
shipments, especially if dealers post- 
pone their purchases much longer. 

Despite an easier price tendency 
few price revisions of any conse- 
quence are being made. For the 
most part, prices have firmed to 
some extent at the low levels which 
have prevailed for some time. 

Collections retain a fairly satisfac- 
tory status. 





Diamond “E” Ventilator Prices 
Are Announced by Beh & Co. 


Beh & Co., 1140 Broadway, New York 
City, has announced dealer prices for 
the 1930-31 season on the three types of 
Diamond “E” window ventilators now 
being produced by the company. The 
prices, applying in all of the principal 
hardware markets of the country, are as 
follows: 


Diamond “E” Cloth Ventilators 


No. 01B, height 8 in. (13x23), $3.20 
per doz, No. 01, height 8 in. (18x33), 
$3.60 per doz.; No. 02, height 8 in. (21x 
39), $4.00 per doz.; No. 03, height 8 in. 
(25x47), $4.80 per doz.; No. 1B, height 
11 in. (13x23), $3.60 per doz.; No. 
1, height 11 in. (18x33), $4.40 per doz.; 
No. 2, height 11 in. (21x39), $4.80 per 
doz.; No..3, height 11 in. (25x47), $5.60 
per doz.; No. 3L, height 11 in (28x54), 
$6.40 per doz.; No. 4, height 16 in. (21x 
39), $6.80 per doz.; No. 5, height 16 in. 
(25x47), $8.00 per doz. Packed one 
dozen to shipping carton. Average weight 
20 Ib. per doz. 


Diamond “E” Filter Ventilators 


No. 10, height 10 in. (18x33), $8.00 
per doz.; No. 7, height 10 in. (21x39), 
$10.00 per doz.; No. 8, height 10 in (24 
x45), $12.00 per doz. Packed one dozen 
to shipping carton. Average weight 45 
lb. 

Diamond “E” Screen Ventilators 

No. 9, height 9 in. (20x37), $12.00 per 
doz.; No. 10, height 10 in. 24x45), $14.00 
per doz.; No. 11, height 11 in. (24x53), 
$16.00 per doz. Packed one dozen to 
shipping carton. Average weight 60 Ib. 


Norwich Wire Works, Inc., 
Announces Diamond Game 
Trap Prices 


The Norwich Wire Works, Inc., Nor- 
wich, N. Y., has announced prices which 
will prevail in the wholesale trade dur- 
ing the coming season. The prices which 
will be quoted to dealers are: 

No. $2.44 per doz. 
No. 3.66 per doz. 
No. .. 1.27 per doz. 
No. 1.50 per doz. 
No. 2.44 per doz. 


The manufacturer points out that the 
most popular sellers in the territories 
specified are as follows: Southern Dis- 
trict, No. 21% and No. 22; Pittsburgh, 
Cincinnati and Kansas City Districts, 
No. 21; New England Section, No. 31 
and 31%. 
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German Hardware Trade 
Finds New Export Markets 


German exporters of hardware are 
profiting from the general depression in 
world markets. Formerly, purchases of 
hardware by foreign buyers were nsually 
placed in the country to which raw prod- 
ucts, such as coffee, rubber or cotton were 
sold. Recently prices for such raw prod- 
ucts have been so low that buyers in the 
foreign markets have little or no profit 
and have been chiefly interested in satis- 
fying their requirements at the lowest 
possible price. 

As a result German exporters have been 
selling wire netting to the Indian tea 
planters and to the wool industry of 
Australia and exports of wire rope to the 
Philippines have increased. While ex- 
ports of certain hardware products have 
declined slightly this year, the industry 
has been able to develop certain over- 
seas markets which formerly provided 
but little business. 


Business Failures Increased 
in Week Ended Sept. 6 


Commercial failures reported to the 
business reviews for the week ended Sept. 
6, were appreciably fewer than for the 
preceding. week because of the incidence 
of the Labor Day holiday, but the totals 
remained above the rates for the same 
week of 1929. R. G. Dun & Co. reported 
a total of 336 defaults in the week, against 
471 last week and 300 in the same week 
of 1929. Bradstreet’s review showed 267 
failures, against 372 the preceding week 
and 235 a year ago. 

Canadian failures in the week stood at 
36, against the 61 reported a week ago 
and 19 reported for the same week of 
1929, 

Territorially the largest decreases in 


the week fell in the Middle Atlantic and 
Western sections of the country, accord- 
ing to Bradstreet’s computation. New 
England and the Far West showed the 
smallest percentages of improvement. 

An increase was reported in the num- 
ber of small businesses failing after a 
sharp fall the preceding week. Enter- 
prises using up to $5,000 of capital were 
74.1 per cent of the total of the failures, 
against 71.5 per cent the week before, 
while businesses employing between 
$5,000 and $20,000 of capital formed 17.6 
per cent of the total, against 17.7 per cent 
a week ago. 


Department Store Sales 
Declined 11% in August 


Sales of department stores in August 
were 11 per cent smaller than in the cor- 
responding month of 1929, the Federal 
Reserve Board announced after compiling 
reports from 530 stores located in leading 
cities of all districts. 

“On a daily average basis, however, 
sales were 8 per cent smaller than a year 
ago,” the statement said. 

“Sales during the first eight months of 
the year were 6 per cent below the level 
of a year ago.” 

Compared to last year sales in August 
by districts showed the following declines : 

Boston, 9 per cent; New York, 6: 
Philadelphia, 10; Cleveland, 13; Rich- 
mond, 6; Atlanta, 27; Chicago, 21; St. 
Louis, 17; Minneapolis, 9; Kansas City, 
8; Dallas, 9; San Francisco, 9. 

During the eight-month period there 
was no change in department sales in New 
York districts, but others declined as 
follows: 

Boston, 3 per cent; Philadelphia, 6; 
Cleveland, 8; Richmond, 2; Atlanta, 10; 
Chicago, 12; St. Louis, 9; Minneapolis, 
10: Kansas City, 4; Dallas, 8; San Fran- 
cisco, 4. 


Lower Rubber Quotations Are 
Not Expected to Affect Tires 


The recent drop of two cents per pound 
in the price of crude rubber is not ex- 
pected to result in lower prices for auto- 
mobile tires, according to the views ex- 
pressed on this subject by several of the 
leading tire manufacturers. 

They point out that but about eight 
pounds of crude rubber are required in 
the manufacture of an ordinary Ford tire. 
While other items of expense in making 
a tire of this size which retails for about 
$5.50, has much more bearing on the cost 
of production than the price of crude 
rubber. 


One in Every Forty Homes 
Now Heated with Oil 


In 1921 only 12,500 homes in the United 
States were heated by oil burners. Today 
the number is 535,000, and at the present 
rate of increase there will be 655,000 
domestic oil burners in use in 1931. 

The figures are taken from a report 
just issued by the American Oil Burner 
Association, based upon data of the U. S. 
Bureau of Mines, the Census Bureau and 
other sources. 

The enormous strides made by this in- 
dustry in the domestic heating field is 
further demonstrated by the fact that 
since 1921 the annual consumption of fuel 
oil in American homes has increased from 
600,000 barrels to 29,790,000 barrels, or 
1,250,000,000 gallons. 

At present there is only one domestic 
oil burner in the United States to every 

24 inhabitants. On the basis of the 1920 

population census Illinois has one burner 
to every 49 persons, New York one to 
every 101 persons, Pennsylvania one to 
every 249, and Massachusetts one to 
every 112. 


. 








THE CHAIN-STORE SCORECARD 
































itt , 
Total Volume Number of Stores | Volume per Store 
July July E.G. July July PS. - July July P.é. 

Company 1930 1929 Change 1930 1929 Change 1930 1929 Change 
American Dept. Stores. . . $648,350 $744,466 —12.9 17 17 None $38,139 $43,790 —12.9 
Consol. Retail Stores. .... 1,214,850 1,349,416 —10.0 30 29 + 3.4 40,495 46,531 —12.9 
Grand-Silver Stores...... 2,266,659 2,284,153 | — 0.8 150 130 +15.4 15,111 17,570 | —19.7 
“Grand, Fd We. 6 secs 1,658,659 1,634,682 | + 7.0 105 89 +18.0 15,796 18,367 | —13.5 
Grant, W. T.. 4,817,776 4,523,745 | + 6.4 305 248 +22.9 15,795 18,240 | —13.4 
PEE SP oasi'os os trv es 6 10,882,426 11,686,639 — 6.9 645 542 +19.0 16,887 21,560 —21.7 
Cs USAR Se a 5,060, 5,094,696 | — 0.7 211 197 + 7.1 23,986 25,861 — 7.3 
ee eee 3,122,217 3,299,523 | — 5.4 URS I Pcie I. cichecdeta Ile We casita A Yee 
Melellon” SS eee 1,905,996 1,728,055 | +10.3 273 249 9.6 6,980 7,020 oy 0. 6 
Metropolitan............ 1,257,914 1,347,388 — 6.6 148 123 20.3 8,500 10,954 —22 4 
| ere 1,319,447 1,148,439 +14.9 163 145 12.4 8,094 21920 + 2.2 
DRE cad aa Seale dees 1,245,027 1,151,966 + 8.1 68 46 47.6 18,309 25,043 — 26.9 
ee ere 13,599,689 | 14,566,471 — 6.6 1438 1217 18.1 9,457 11,967 | —21.0 
. 3 598, 649,470 | — 7.9 45 41 9.8 13,288 15,840 | —16.1 
Woolworth..............|]| 20,737,421 | 22,521,309 | — 7.9 1871 1789 4.6 || 11,083 12,588 | —22.0 


























*Division of Grand-Silver Stores separately reported. 
+McCrory refuses to divulge number of stores. 


Reprinted by courtesy of Retail Ledger. 
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(Pittsburgh office of HARDWARE AGE) 
PitTTsBuRGH, Sept. 16. 


USINESS during the first half 
B of September generally showed 

an improvement over August. 
Heavier sales of loaded shells and fire- 
arms, sporting goods, and incipient ac- 
tivity in cold weather items are reported 
by practically all jobbers, and retailers’ 
sales generally show a normal seasonal 
upswing. Some jobbers point out that 
fall business is not developing as 
rapidly as usual, nor as large a volume, 
but the fact that there is even improve- 
ment at all has developed a better feel- 
ing in the trade. 


PRICE REVISIONS 


Price changes during the week have 
been of minor importance, although 
linseed oil has declined sharply, and is 
quoted this week at 12 4/5c. per Ib. 
in barrel lots, as compared to 14%c. 
per lb. last week. Turpentine, however, 
has advanced slightly. Quotations on 
bicycles have declined approximately 
$2 each on the leading models. A num- 
ber of other changes of lesser impor- 
tance are principally on the declining 
side. 


INDUSTRIAL CONDITIONS 


Industrial conditions in the vicinity 
have failed to show any marked change, 
despite the widespread feeling in busi- 
ness that September would see an end 
in the declining activity which has been 
in progress since early summer. Steel 
ingot output is practically unchanged at 
about 55 per cent of capacity, although 
the present week has seen a slight im- 
provement in a few independent plants. 
Finishing mill operations are higher 
but only at scattered points, and no one 
line shows any general increase, except 
possibly tin plate. Shipments: of this 


PITTSBURGH: 








AT A GLANCE 


Trade has improved over 
August during the past two 
weeks. Seasonal goods are ac- 
counting for heavier sales. The 
increased activity has resulted 
in a better feeling in the trade. 

+ e-0 

Price revisions during the 
past week were of a minor 
character. Most changes were 
reductions. Linseed oil has 
declined sharply, while turpen- 
tine has advanced. Industrial 
conditions in the Pittsburgh 
district have failed to show 
any marked change. 

x * * 


Steel ingot production is lit- 
tle changed at about 55 per 
cent of capacity. Some inde- 
pendent plants have recently 
increased production. Tin 
plate mill operations average 
from 70 to 75 per cent of ca- 
pacity. 

* * * 

Advances in steel prices 
have not yet been tested suf- 
ficiently to warrant marking up 
quotations. The glass indus- 
try has shown no increase in 
activity. The coal and coke 
market is slightly more active. 
Collections are rather slow. 














month, as well as in the latter part of 
August, and mill operations in the dis- 
trict average from 70 to 75 per cent 
of capacity. This improvement, fol- 
lowing a dull period when drought re- 
ports were at their worst, may enable 
the canning industry to reach a volume 
not far below that of last year. 


Business Shows Gain Over August— 


Price Changes Are of Minor Character 


STEEL PRICE TREND 


Advances in steel prices have not yet 
been tested sufficiently to warrant 
marking up quotations. While mills 
seem to be securing recently announced 
minimum prices on flat-rolled products, 
a number of large customers have been 
able to cover for the entire fourth 
quarter at lower figures which were 
more common last month, and it ap- 
pears that shipments over the remain- 
der of the year will not be billed at 
much higher figures than those which 
prevailed during the summer. On the 
heavy hot-rolled products mills have 
opened fourth quarter books, but are 
not encouraging contracting at present 
low levels. 


GLASS INDUSTRY 


The glass industry is still suffering 
from depressed building operations, and 
the low state of activity in the auto- 
mobile trade. Not much improvement 
is expected from the latter source this 
year, although glass makers generally 
expect production of motor cars to 
hold around present levels until at least 
December. Factories in the district 
are not running at more than 50 per 
cent of capacity at the present time. 
The coal and coke market is slightly 
more active as domestic business begins 
to develop, although industrial coal is 
showing little increase in volume. Only 
the most economic mines are being 
operated, and these in a limited way. 
In the Connellsville district coke oven 
activity is slightly higher. 


COLLECTIONS 


Collections show no change and con- 
tinue rather discouraging. Even in the 
immediate Pittsburgh vicinity hardware 
jobbers are meeting with considerable 





difficulty, and in the small mining and 
| industrial towns in ihe area credit is 
| even more strained. 





product have been very heavy this 

August Construction Totals 

Dropped 5% in 37 States 
Construction contracts awarded last 


month in the thirty-seven States east of 
the Rocky Mountains totaled $347,318,300, 
a decline of 5 per cent from the $367,528,- 
400 total in July and 29 per cent under the 
aggregate of $488,882,400 in August, 1929, 
according to the F. W. Dodge Corpora- 
tion. For the year to date new construc- 
tion undertaken in the reporting territory 
was valued at $3,352,860,000 as compared 
with $4,156,865,300 for the corresponding 
eight months of 1929. 





The August, 1930, contract record 
shows $140,446,700 for non-residential 
buildings, $124,202,100 for public works 
and utilities and $82,669,500 for residen- 
tial buildings. Of the non-residential 
total, $50,860,300 was for commercial 
structures, $25,897,200 for educational 
buildings and $20,695,100 for industrial 
plants. All other non-residential build- 
ing contracts awarded in August were 
valued at $42,994,100. 

Decreases from both the previous month 
and August, 1929, were general in all of 
the thirteen Dodge territories, except the 
metropolitan area of New York and the 


Kansas City district (Western Missouri, 
Kansas, Oklahoma and Nebraska), which 
showed gains over both periods. Declines 
from July only were registered in all dis- 
tricts except in the Chicago (Northern 
Illinois, Indiana, Iowa and Southeastern 
Wisconsin), the St. Louis (Southern 
Illinois, Eastern Missouri, Northeast 


Arkansas, Western Tennessee and North- 
west Mississippi), and the Southeastern 
(the Carolinas, Georgia, Florida, Ala- 
bama and Eastern Tennessee) territories, 
where gains in August were recorded over 


July. 
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KANSAS 


(Kansas City office of HARDWARE AGB) 

Kansas City, Sept. 15 
F one were to judge by the inflow 
of orders for corn cribs, grain 
scoops, wagon boxes, and similar 
farmers’ needs he would know that 
business in those lines is good despite 
the talk of crop failure that h&’s been 
heard so much. In general, the market 
might be said to be satisfactory, though 
wholesalers are all of the opinion that 
this year’s sales will not quite touch 
those of last year. However, 1929 was 
much above the average, so the present 

situation is hardly a fair index. 


KANSAS CONDITIONS 


Some interesting facts were uncov- 
ered in a recent survey conducted by 
the Topeka Daily Capital with a view 
to ascertaining the true status of busi- 
ness in Kansas. The findings show 
that the average of all the wheat crop 
in Rawlins county will approximate 20 
bushels to the acre, and that a large 
supply of corn and barley as well as 
wheat will be shipped from there this 
year. Federal aid in this locality is 
not needed, although it was one of the 
areas considerably affected by the 
drought. In the Colby territory the 
quality and yield of the crops is above 
the average. There has been no justi- 
fication, aside from the alarm felt by 
farmers until recently, for storage of 
wheat around Colby. The Newton 
Chamber of Commerce says “Without 
doubt much of this calamity howling 
has been. badly overdone.” Atchison 
was hit fairly hard by the drought, and 
retains only about 50 per cent of the 
normal corn yield, but its territory has 
a good crop of oats, barley and wheat. 


COLLECTIONS 


One wholesaler here says that collec- 
tions have been maintained to a marked 
degree during the past few months 
due to the fact that after the stock mar- 
ket plunge and the subsequent low in 
finances, farmers and dealers were 
anxious to pay off all their obligations 
in anticipation of harder times later 
on. Whether the reasoning in the 
case is true or not, the fact is borne 








AT A GLANCE 


Orders are heavy for corn 
cribs, grain scoops, wagon 
boxes and kindred items. In 
general, the demand is consid- 
ered satisfactory. 

* * & 

Facts unearthed from a re- 
cent survey of agricultural 
conditions in the State of 
Kansas disclose that the effects 
of the drought were not as 
severe as seemed likely earlier 
in the season. 

+e « 

Collections have been well 
maintained. Colorado farm 
outlook is better than normal. 
Prospects have brightened in 
the Kansas City territory and 
it appears that the corn short- 
age has been exaggerated. 

* * & 


Rains have brought an end 
to the drought. A material 
increase in business has be- 
come evident in the past 
week. Kansas dealers are op- 
timistic. Barbed wire is lower. 














out by the Colby, Kansas, Chamber of 
Commerce which states that more debts 
have been paid off this year by farmers 
and business men than were disposed of 
last year. 


COLORADO CROPS 


A report by the Agricultural De- 
velopment department of the Atchison, 
Topeka and Santa Fe railroad says that 
the Colorado farm situation is better 
than normal. It further discloses that 
while most Missouri corn fell short of 
normal, the wheat and oats yield shows 
an increase over last year. 


PROSPECTS BRIGHTER 


Observations indicate that the previ- 
ous report from the Kansas City terri- 
tory, which touched a brighter note of 








August Chain Store Sales 
Show 10% Decline 


Gross sales of twenty-three leading 
chain store systems for the month of 
August showed a decline of 10 per cent, 
compared with the same period in 1929, 





whereas for the eight months ended with 
August, sales for the same system de- 
creased 2.73 per cent, compared with the 
figures for the same period of last year, 
according to the monthly compilation of 
George H. Burr & Co. 

Sales of these twenty-three store sys- 








Trade Characterized as Satisfactory 
$ Collections Have Held Up Well 


prosperity, was well founded as to 
economic conditions in this field at the 
present time. The more it is con- 
sidered, the more apparent it becomes 
that the corn shortage has been exag- 
gerated to an undue extent. It is true 
that some isolated districts were com- 
pletely ruined by the drought, but it is 
also a fact that rain came in time to 
save a lot of the crop that was destined 
to be lost. 


DROUGHT ENDED 


While farmers have complained 
much this year, they have done so in 
practically every other season that did 
not produce a bumper crop. Rains 
which completely brought an end to the 
drought in this trade area have caused 
buyers, farmers and hardware dealers, 
and in fact everyone in business to 
figuratively lean back in his chair with 
a gesture of relief, and to begin 
questioning whether trade conditions 
ever were as bad as they were pictured. 
Hence users of hardware, and es- 
pecially those of farm supplies, have 
literally “come out of their shell,” dis- 
carding the timidity in buying that 
characterized the traffic for a few 
months up to recently. Credit men in 
the jobbing firms here say that they 
have noticed a material increase in 
business, with collections stepping up 
proportionately. 


KANSAS OPTIMISTIC 


A Kansas dealer dropped into one of 
the * wholesale hardware houses the 
other day and spoke highly of his ex- 
pectations for the coming fall and 
winter. The jobber commented that 
he was glad to hear a bit of optimism 
after listening ‘to so much talk to the 
contrary. The dealer replied that he 
was not an optimist at all, but was 
basing his calculations upon facts rela- 
tive to the buying power of his cus- 
tomers at the present time. 


BARBED WIRE LOWER 


A general drop in barbed wire prices 
has been effected through competition, 
but there seems to be nothing irregular 
in other price scales. 





tems aggregated $127,979,155 for August 
against $142,253,206 reported for August, 
1929, a decrease of $14,274,051, or 10 per 


cent. Losses in sales were reported by 
Sears, Roebuck & Co., F. W. Woolworth, 
Montgomery Ward, S. S. Kresge, Mc- 
Crory Stores and several others. 











en ene eres 
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CHICAGO: 


(Chicago office of HaRpwaRE AGE) 
Cuicaco, Sept. 16. 

ITH fall almost here and 

preparations for cool and cold 

weather under way, a_ better 
feeling seems to pervade the hardware 
trade, substantiated in some degree by 
an actual acceleration of orders. 
Though business appears reluctant to 
move in volume, morale in the hard- 
ware field is higher than that in the 
general commercial world. Mercantile 
communities in every direction are 
holding or planning special sales in 
which hardware merchants are partici- 
pating. This has resulted in the move- 
ment of a considerable quantity of 
“Dollar Day” merchandise. Fall sport- 
ing goods are active and school sup- 
plies show the usual seasonal upturn. 


CORN ESTIMATE LOWER 


Corn estimates continue downward. 
After a second inspection of the belt, 
an expert statistician comes in with the 
most bullish figures yet heralded—an 
estimated yield of 1,750,000,000 bush- 
els. This is nearly a quarter of a 
billion bushels under the average Chi- 
cago estimate as of Sept. 1. At this 
writing such figures have had relatively 
little effect on the market, though later 
reaction may be more pronounced. 


COTTON CROP LARGER 


Government reports on the cotton 
crop indicate a yield of 14,340,000 bales 
as compared with last year’s crop of 
14,828,000. Unofficial figures had pre- 
viously indicated a crop not exceeding 
14,000,000 bales. Coming as a surprise 
in most quarters, the Government re- 
port immediately depressed the price 
two or three dollars a bale. 


FINISH HARDWARE 


Lock sets with small, ornamental es- 
cutcheons and glass knobs are fast re- 
placing the old, large, square designs 
except in rural or semi-rural communi- 
ties. The new modernistic numbers 
are catching the popular fancy and 
their sale, especially this year, has 
shown a gratifying relative increase, 
although builders’ hardware buyers de- 
clare that the new designs will never 
entirely supplant the old. Because of 
the lack of building this trade has not 
registered high in actual volume, 
although there is enough movement to 
indicate the tendency of the demand. 
Despite the lull in construction, the 
manufacturers have shown admirable 
enterprise in bringing out new designs. 





AT A GLANCE 


A better feeling seems to 
pervade in the Chicago hard- 
ware trade. Some accelera- 
tion of orders is noticeable. 
Corn crop estimates continue 
downward. The cotton crop 
has proved larger than ex- 


pected. 
:“s * 
New designs of finish hard- 


ware are creating considerable 
interest. Bathroom _ fixtures 
are active. Some dealers are 
getting their share of the 
household brush business. 
oe = 

Ash cans of the better 
grades are quite active. The 
same swing toward quality is 
evident in the demand for 
high grade stove pipe. 

x * * 

Shot-guns, rifles and ammu- 
nition are in excellent demand. 
Delayed orders have resulted 
in pronounced activity in hunt- 
ing supplies as the opening of 
the season nears. Glass sub- 
stitutes for poultry houses are 
enjoying a good demand. 














BATHROOM FIXTURES 


Bathroom supplies are selling fairly 
well, considering the negative economic 
factors. To a large extent/porcelain fix- 
tures are replacing nickel, although the 
volume done in the latter finish is still 
heavy in the aggregate. Sales of jade 
green, blue, orchid and black porcelain 
fixtures are steadily increasing. Today 
the line is greatly condensed, simplify- 
ing the merchandising problem in- 
volved; only about ten different items 
are now comprehended in the whole 
selection. Despite the rather rapid rise 
of color in this increasingly important 
department in the average hardware 
store, the bulk of the volume is done in 
white porcelain pieces of medium price. 


HOUSEHOLD BRUSHES 


Dealers apparently are paying more 
attention to the brush business than 
formerly, numbers of them keeping 
tables devoted solely to the display of 
brushes. Peddler competition comes 
largely from students canvassing dur- 
ing the summer and some merchants 
have made a practice of following up 
such “missionary effort” by pushing 





Better Feeling Prevails in Local Trade— 
Hunting Supplies Are in Good Demand 


brushes throughout the fall and winter ; 
in this way a standard evil in the trade 
to some extent has been converted into 
a favorable factor. As is well known 
the prices asked by canvassers for their 
brushes are likely to be higher than 
those asked by the hardware merchant. 


ASH CANS ACTIVE 


Though increased use of gas and oil 
for fuel has hampered the sale of ash 
cans, the better grades are now largely 
used for garbage where water-tight 
cans are required; summer movement 
has done much to offset the loss of 
winter business in this line, more es- 
pecially with regard to the smaller sizes. 
Cheaper cans, not water-tight, are to 
an increasing extent used for ashes 
only where the better grade cans would 
be liable to theft. In general, it may be 
said that, all conditions being equal, 
there is a pronounced swing toward 
quality, in~ which respect stove pipe 
shares the same tendency. 


HUNTING SUPPLIES 


Since shortly after the middle of 
August ammunition and fireasms have 
been moving out to the retail territories 
with pronounced activity. Many deal- 
ers had been late in buying, but felt 
that they could not wait longer. Though 
inroads have been made in wholesale 
stocks in this line the jobbing trade 
expects no difficulty in making complete 
and prompt delivery. Orders include 
air rifles and play guns which find their 
heaviest sale during the last third of 
the year. Current reports indicate that 
the new Springfield automatic shotgun 
is winning unusual popularity; whole- 
sale volume on this low-priced arm has 
been heavy. Buyers here express doubt 
that the manufacturers will be able to 
keep up with the demand during the 
next two months, since many retailers 
are already displaying arms and am- 
munition and sending in fill-in orders. 


WIRE PRODUCTS 


This year’s business on small wire 
nails and brads shows up well in com- 
parison With that of 1929; evidently the 
use of light nails for home repairs and 
small manufacturing is not suffering 
the same degree of dullness as charac- 
terizes the demand for builders’ nails. 
Glass substitutes for poultry windows 
are moving well, with last season’s 
prices ruling. Two weights of such cloth, 
which pass ultra-violet rays, are in gen- 
eral demand, one selling at about 
twelve cents and the other at about ten 
cents per square yard. 
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TWIN CITIES: 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, Sept. 16.—According to many of the reports com- 
ing in from over the territory tributary to the Twin Cities, late crops 
have been materially benefited by the recent rains and cooler weath- 
er. This pertains particularly to the Dakotas, where corn and late 
potatoes have been improved. The recent moisture has aided plow- 
ing and preparation for winter wheat and rye. 

Other reports indicate a slight resumption of building operations 
over the territory, a fair number of contracts having been placed for 
public and commercial structures. Indications are that farmers 
are holding their crops and do not intend to sell until prices im- 
prove, wherever the holding is possible. To this end many of them 
have built additional storage space on their farms for their grain. 

Automobile registrations for the first six months of this year 
show an increase in all the States in this territory, according to re- 
ports which have been issued. Other figures show an increase in 
the number of families on the farms of this section, over a previous 
count, showing a steady growth in the farm population and owner- 
ship. From this source comes the chief revenue of the great North- 
west, an outstanding agricultural district of the country. 

The general attitude of the people seems to be one of belief that 
conditions are improving. With this belief well fixed in mind, it is 
only a question of time when the so-called “buyers’ strike” will be 
lessened to a point where it will not be noticed. 

Dealers apparently are continuing to buy for immediate needs, 
and wholesale houses are compelled to maintain high stocks to meet 
possible needs. 

Hunting supplies, ammunition and guns are now claiming their 
share of attention in the stores. The duck hunting season is sched- 
uled to open today in Minnesota, and for the past week or two inter- 
est in equipment has been manifest. 

Prices are steady, showing no changes from quotation of last 
week. A fall schedule of items will soon appear in the prices quoted 
below. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.0.B. ST. PAUL AND MINNEAPOLIS. 


AXES. EAVES TROUGH, CONDUCTOR PIPE 





Single bit, base weight, unhandled 
axes, $15.00 to $15.50; double bit, 
$20.00 to $21.50; single bit, handled, 
$19.25; double bit, handled, $24.25 
doz., net. 


BOLTS. 

Carriage and machine bolts, 60-10 
per cent; stove bolts, 75-10 per cent, 
and lag screws, 60-10 per cent from 
standard lists. 


BRADS. 
Wire brads, in 25-lb. box at 75-10 
per cent from lists. 


BUILDING PAPER. 


Red rosin sized building paper, 
$2.52, and tarred felt, $3.00 cwt., net. 


CHAIN. 

Log chain, epoues, y% x 14, $1.56; 
5/16 x 14, $2. 2% 14, $2.89: self 
colored, x ia wR 40; *5/16 x 15, $1. 88; 
% x 14, 2.54 each; proof coil chain, 

% in., $8.78; % in. -- $16.04; % in., 
$26.13; 5 in., $41.82 per 100 ft. 


BUILDERS’ HARDWARE. 

Steel butts, 3% x 3%, old copper 
or dull brass finish, less than case 
lots, 16%4c. per pair; 4 x 4, old cop- 
per or dull brass finish, less than 
case lots, 22c. per pair. Heavy steel, 
bevel inside sets, $8.00 per doz. sets. 
Steel, bit-keyed front door sets, $1.20 
per set; wrought brass, bit-keyed 
front door set, $2.40 per set; wrought 
brass, cylinder front door sets, $4.75 
per set. All lock sets quoted in old 


copper finish. 





AND ELBOWS. 


Eaves trough, 28-gage. 3-in., slip 
joint, 5-in., in crates, $5.25; 6-in., 


$6.40; conductor pipe, 3-in., in crates, 
not nested, $5.10; 4-in., $7.15 per 100 
ft.; elbows, 3-in., $1.73; 4-in., $2.88 
doz. net. 


FILES. 


First quality files, 50 per cent, and 
jobbers’ brands, 60-10 per cent from 
list. 


GALVANIZED WARE. 


Standard galvanized pails, 10-qt., 
$2.60; 12-qt., $2.85; 15-qt., $3.10; stock 
pails, 16-at., $4. 70; 18- -qt., $5.50; 
standard tubs, No. 1, $7.15; No. 2, 
$8.00; No. 3, $9.35; heavy, No. 
$13. 20; No. 2, $14.40; No. 3, $15. 66 


doz. net. 


GLASS AND PUTTY. 

Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
>. steel drums, $5.35 cwt., net. 


GRASS SHEARS. 


*“Doo-Klip’” grass shears, $10.80 
doz.; ‘‘Doo-Klip’’ long handle grass 
shears, $18.00 doz. net. 


ICE CREAM FREEZERS. 
Acme, 2-qt., galvanized, 75c.; 
$1.65; White Mountain, 4-qt., 
8-qt., $6.75 each net. 


4-qt., 
$4.13; 





Prospects Appear More Promising 
Prices Are Steady and Unchanged 


LANTERNS. 

Dietz D-Lite, No. 2, $13.00; No. 2, 
large fount, $14.25; No. 2, Blizzard, 
$13.00; No. 2, Blizzard, large fount, 
$14.25: Wizard, Cold Blast, $8.50 doz., 
net. 


LAWN MOWERS. 


Philadelphia, Style A, 15-in., $18.00; 
17-in., $20.25; 19-in., 22.25; 21-in.; 
$25.00 each, net. 

MILK CANS. 

Railroad, wide neck, 8-gal., $2.50; 

10-gal., $2.70 each, net. 
NAILS. 

Standard wire nails and cement 

coated wire nails, $2.65 per 100-lb. 


keg base. 


POULTRY NETTING. 


Hexagon, 63% per cent from lists. 


PRUNERS. 
“Doo-Klip”’ 
net. 
REGISERS. 
Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


pruners, $10.80 doz., 


ROPE. 

Best grade manila rope, 21c. Ib.; 
second grade, 17c. lb.; best grade 
sisal rope, 16%4c. lb.; second grade, 
16c. Ib. 


ROLLER SKATES. 

Union line, extension, web heel and 
toe straps, plain steel rolls, 75c. per 
pair. 

Same for boys, with self-contained 


ball bearing wheels, $1.45 pr. Same 


for girls, with self-contained ball 
bearing wheels, $1.45 pr. ws : 
Chicago line: No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.00; Nos. 193 and 105, $1.40. 
SANDPAPER. 
Best grade sandpaper, No. 1, 93c. 


per box of 75 sheets; second grade, 
No. 1, 69c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 

Sash cord, best grade, 54c. lb. base; 
second grade, 30c. lb.; third grade, 
23c. lb. base, net; and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS. 
Wood screws, flat head bright, 50 

per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 42% per cent; round 
heard brass, 37% per cent from lists. 


SOLDER. 

Warranted half and half solder, 
22%c. Ib. sade half and half 
solder, 23% lb., in 100-lb. boxes, 
net. 

STEEL SHEETS. 
Galvanized steel sheets, 24-ga. 


(base), $4.30; black steel sheets, 24- 


ga. (base), $3.70. Armco galvanized 
steel sheets, 24-ga. (base), $6.15 cwt., 
net. 

TIN. 


ICE, 30:. = <38, 
20 x 28, 8 Ib., 


Furnace coke tin, 
$13.75 box, and roofing, 


coating, IC, $14.40 box, net. 
TIRES AND TUBES. 
Mansfield tires, 30 x 3%, Liberty 
cord, $4.17. Mansfield heavy duty 
oversize, Liberty, 32 x 4, $7.95. 


Mansfield heavy duty, 32 x 4, $10.50. 
Mansfield double service, 29 x 4.50 


$10.68. Mansfield double service, 32 
x 5.50, $21.74. 

Tubes, 30 x 314, Mansfield, $1.13. 
Tubes, 29 x 4.40, Mansfield, $1.24. 
Tubes, 30 x 3%, Liberty, 90c. Tubes, 
29 x 4.40, Liberty, $1.13. Tubes, 32 
x 6.00, Liberty, $1.99. 

WHEELBARROWS. 


Hardwood stave trays, $34.20 doz.; 
selected hardwood stave trays, $40.80 
doz.; tubular steel trays, 4% ft. ca- 
pacity, $7.20 each; Gopher garden, 
$3.75 each; American garden, $6.25 
each, net. 




















74 HARDWARE AGE for SEPTEMBER 18, 1930 





CLEVELAND: 


Cleveland Office of HARDWARE AGE. 
CLEVELAND, Sept. 15. 
ARDWARE business has picked 
H up a little this month. Not only 
are orders slightly more plen- 
tiful, but they are somewhat larger than 
recently. Sentiment in the trade is 
better and jobbers look for a moderate 
seasonal increase in business during 
the next few weeks. 


STOVE GOODS ACTIVE 


Stove acessories and some other lines 
of fall merchandise have become more 
active, much of the business coming 
from retailers who did not place orders 
for this merchandise during the spring 
or early summer. Lanterns are quiet. 
Retailers are buying these from hand 
to mouth. Prepared roofing, which has 
been very dull, has started to move. 
There is improveemnt in orders for 
pipe valves and fittings from the hard- 
ware trade but generally mill supplies 
are quiet as orders are light from fac- 
tories. Builders hardware does _ not 
show much life. Building work in resi- 
dences continues slow and a pick-up is 
not looked for before next spring. 
Paints and varnishes are in a more 
active demand than during the summer 
months. 


STAPLE GOODS BRISK 
Business is largely in staple hard- 
ware merchandise for replacement of 
stocks and as yet retailers are not show- 
ing much interest in winter goods. 
However, some activity has developed 
in cross-cut saws, game traps, weather 
stripping, snow shovels and axes. 
Orders for sleds and skates are not very 
plentiful. With the end of the vaca- 
tion season demand for tires has fallen 
off. 
SPRING MERCHANDISE 


The only line of merchandise for next 
spring delivery that is showing any par- 
ticular activity is garden hose. This 
year’s prices on hose have been re- 








AT A GLANCE 


Business has picked up a lit- 
tle this month. Orders are 
larger and more numerous. 
Stove goods are active. Pre- 
pared roofing and painting 
supplies are also in excellent 
demand. 

* & % 

Staple hardware constitutes 
the largest portion of the cur- 
rent volume. Winter goods, 
with few exceptions, have not 
started to move as yet. 

* & % 

Garden hose is being booked 
for Spring delivery and the 
volume of orders is heavy. 
Football equipment and guns 
and ammunition have begun to 
move. os 
* & & 

Few price changes have de- 
veloped recently. Linseed oil 
has declined while turpentine 
has advanced. Some price 
shading is noted. 

* % # 

Collections are about 5% 
less satisfactory than at the 
same time a year ago. Indus- 
trial conditions show a slight 
improvement. 











affirmed for next season and some of 
the jobbers have already sold more 
hose for the coming yeay than they 
did last year up to Jan. 1. Apparently 
this activity is due to the fact that 
because of the drought this summer re- 
tailers’ stocks of garden hose were well 
cleaned out and some had to place addi- 
tional orders. With the decline in the 
demand for summer lines of sporting 
goods a moderate amount of activity has 
developed in footballs and accessories. 
Jobbers are selling some guns and am- 


Business Has Picked Up— 
Few Price Changes Effective 


munition but in view of industrial con- 
ditions do not.look for as good business 
in this line this fall as last year. 


PRICE TENDENCIES 


Little change has developed in the 
price situation. Competitive conditions 
are resulting in price shading here and 
there but this probably is not more pro- 
nounced now than during the past few 
months. Nails continue rather irreg- 
ular and factory shipment prices have 
been reduced 10c. per keg to $2.15 per 
keg for car lots and $2.25 for less than 
car lots. Prices for stock shipment are 
unchanged. Linseed oil has declined 
sharply, now being quoted at 87c. per 
gal. in drums and $1.05 for 5-gal. lots. 
Turpentine is a little firmer. 


CREDIT SITUATION 


Collections are running along about 
the same as the past two or three 
months, While they are not bad they 
are about 5 per cent less than at this 
time last year. 


INDUSTRIAL CONDITIONS 


Industrial conditions in the northern 
Ohio territory show a very slight im- 
provement as compared with the sum- 
mer months. Many factories are still 
operating on part time and with largely 
reduced forces. However a few are 
slightly busier this month although the 
change is not enough to make any ap- 
preciable difference in the unemploy- 
ment situation. Many of the manufac- 
turers in metal-working lines are af- 
fected by the limited production of 
automobiles in the Michigan territory. 
While some of the motor car manufac- 
turers, particularly those bringing out 
new models, are expected to increase 
production during the next few weeks, 
it seems to be the consensus of opinion 
that the motor car industry will not get 
back to good production schedules until 
after the first of the year. 





lron and Steel Recovery 
Slow in Materializing 


Seasonal recovery. in iron and steel, al- 
though confidently expected by the trade, 
is slow in materializing. Demand for fin- 
ished steel thus far this month has been 
moderately larger than in the correspond- 
ing part of August, but nothing resem- 
bling a broad buying movement has set in 
and the persistence of discordant market 
tendencies continues to obscure the out- 
look. 

Curtailment of pig iron production, 





which, according to complete returns, 
amounted to 4.6 per cent in August, is 
apparently still under way. Following a 
net loss last month of five active blast 
furnaces, of which four were steel works 
units, four additional furnaces have been 
taken out of service so far in September, 
three of them steel plant stacks. 

This evidence of an unchecked decline 
in the pig iron requirements of steel pro- 
ducers is in sharp contrast with the in- 
crease of 5.5 per cent in steel ingot out- 
put in August and the further gain this 
month indicated by current estimates. Yet 
present ingot production is fully 58 per 








cent of today’s capacity (which is 3 to 4 
per cent larger than the total officially re- 
ported at the close of 1929) and 1% per 
cent higher than the average for last 
month, 

An increase in miscellaneous orders 
for steel indicates a revival of interest 
on the part of consumers who have not 
been in the market recently. Some for- 
ward buying has also developed, particu- 
larly in light rolled products, makers of 
which gave customers an opportunity to 
get under cover at prices prevailing be- 
fore the recent price stiffening. 
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HOW’S BUSINESS 2 


GOING TO BE NEXT MONTH ® 


CHARTED BY UNITED BUSINESS PUBLISHERS, Inc. 








HIRTY-FOUR ECONOMIC EX- 
I gnaeomindiie OF BUSINESS 
PAPERS PUBLISHED BY THE 
United Business Publishers, Inc. 


EX 


—HERE PRESENT A COMBINED 
OPINION ABOUT THE COURSE OF 
BUSINESS DURING THE MONTH OF 
OCTOBER, GOVERNMENT AND OTHER 
RECORDS PROVIDE YOU WITH HISs- 
TORY OF RECENT MONTHS. THIS 
BOARD OF EXPERTS DEALS ONLY 
WITH THE FUTURE. ITS OPINIONS 
ARE BASED ON CLOSE CONTACT 
WITH THE MORE THAN 400,000 
SUBSCRIBERS REACHED BY THEIR 
PUBLICATIONS IN FAR-FLUNG 
FIELDS OF RETAILING AND INDUS- 


A seasonal stimulus to business is noted. 
The opening of the fall season, particularly 
in retail merchandise, is always attended 
by a lift in merchandising sales and mer- 
chant enthusiasm. We, therefore, see six 
weeks of seasonal rise, and hopes are that 
it may be an encouragement to all indus- 
try to step forward, if the buying bulge in 
these six weeks is up to expectations. 

If the business paper can, through the 
merchants, correct the buyers’ strike, it 
will make this seasonal impulse extend 
over the six weeks, and make steady buy- 


TRY. 









ing progress continue through the winter. 


The business papers are stimulating the 
situation by telling the merchant to tell 


THE COURSE OF BUSINESS FORECAST FOR NEXT MONTH 


the millions of people who are in sheltered 
iobs and have reserves of money that “It 
is to your advantage to buy goods at the 
present market.” 


The well nigh universal belief, carried 
through the past six months, that condi- 
tions would improve in the Fall, presents 
itself for discount in October. The con- 
dition of retail trade, which is without 
doubt the most dependable indication of 
the attitude of mind and purchasing power 
of the great consuming public, will conse- 








of general confid 
further recuperat 





quently be watched very closely, for revival 


ence is most essential to 
ion of business. 





BUSINESS 





SALES 


RETAIL STOCKS 





COLLECTIONS 





COMMENTS 













AUTOMOTIVE 













DEPARTMENT 
STORES 





Passenger car sales about 
the same as September, 
but 25% less than Oct., 
’29. Trucks slightly better 
than September and about 
10% less than Oct., ’29. 





Stocks, both of passenger 
cars and trucks, will be 
about the same as Sep- 
tember, and lighter than 
Oct., ’29 





About 10% above Septem- 
a but 10% behind Oct., 













HARDWARE 











Will show some improve- 
ment over September, but 
—— less than Oct., 


| 
| 
| 
| 
| 


| 
| 
| 
| 


Stocks should’ increase 
about 10% over Septem- 
ber, but will be about 10% 
behind Oct., ’29 








Will be somewhat greater 
than in September, but 
less than Oct., ’29 





Collections about the same 


as on. both 


lines, 


September 
and 


slightly better 
in Oct., 


on 
’29. 


and 
trucks than 


somewhat 
slower on passenger cars 


Price reductions and new 
models should help pas- 
senger car business. Out- 
look for trucks steadily 
improving. 








About the same as Sep- 
tember. 


New novelty lines are 
needed to tempt people 
into spending more than 
they have for some time 
past. 


















INSURANCE 









Higher in all lines except 
automotive as compared 
with Sept., ’30, and with 
Oct., ’29 


show some better- 
than Oct., 


Will 
ment, but less 
29, 


Requirements’ for late 
Fall and Winter goods 
increase 


should tend to 
stocks. 

























JEWELRY 









Anticipated improvement 
over September, but gen- 
erally less, with exception 
of a few centers, than 
Oct., ‘. 


General increase in antici- 
pation of holiday trade, 
but lighter than Oct., ’29. 


Collection improving, with 
of farming 


exception 
areas, and better 
29 


gener- 
ally than Oct., ’29. 


Prospects good for in- 
crease in life insurance 
writings over Sept., °30, 


_ and Oct., '29 

















MACHINERY 





METAL 
PRODUCTS 
METALS 















Steel ingot production 
should show gains of 5% 
over September, but 20% 
to 25% below Oct., '29. 





















pin show an estimated 
ecrease in October of 
nfag * oe > a 8.8% as compared to Sep- 

(Gasoline) tember, and an increase 


of 5% over Oct., ’29. 













SHOES 









October sales will exceed 
September, but about 15% 
under Oct., '29. 





Will show an estimated 
increase in October of 
4.8% as compared to Sep- 
tember, and an increase 
of 24.1% over Oct., ’29. 





Wanted goods will in- 
crease. Old stock sluggish. 
All stocks below Oct., ’29. 


Will show 


particularly in the install- 
= business, than Oct., 
’ 


improvement 
over September, but less, 





In certain centers such as 
Pittsburgh and Los An- 
geles, jewelers hope to 
equal or exceed last Oc- 
tober’s business. 

















Fall rail buying is only 
sure increment in_ steel 
business. 
























PLUMBING 
AND 
HEATING 




















Should show gradual im- 
provement in October and 
be closer to 1929 than any 
other month this year. 





Smaller than Oct., ’29, as 
buyers are wondering if 
bottom prices have been 
reached. 


Collections normal. More 
business on cash basis. 


Conditions in the petro- 
leum industry should con- 
tinue to improve during 
October. 









The shoe trade looks for 
six weeks of stimulated 
selling. 











Fair and somewhat bet- 





fore but slower than Oct., 


Except for moderate vol- 
ume of modernization 
work, this industry’ is 
closely following the do- 
mestic building trend. 
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New York PAINT MATERIALS MARKET 


NEw YorK, Sept. 16.—The demand for paint ma- 
terials continues to improve. Since the first of the 
month activity has increased to an appreciable extent. 
Practically all types of painting supplies are active, 
while the demand for mixed paints is said to be better 
than at any time this year. It appears that many home 
owners are preparing for the winter season by re- 
painting their residences. 

Linseed oil displayed a somewhat easier tendency 
last week reflecting the conditions prevailing in flax- 
seed. There have been some fairly good sized inquiries 
reported, but as a rule manufacturing consumers who 
are not already covered by standing contracts appear a 
little more reticent to purchase ahead just now. 

Crushers still are quoting from 10.6c to 10.8c a pound 
for the raw oil, in carlots, cooperage basis, but it is 
likely that the inside price could have been shaded a 
trifle on a firm bid. 

Turpentine has advanced one cent per gallon to 5lc. 
Quotations on other materials remain steady and un- 
changed. 


LINSEED OIL 


PURE LINSEED OIL 


Per Pound 
ee ee 8 Beers eee 11.4c. 
in tote Of 6 DBR: OF WORE. .c scr see os cc ccces 11.0c. 


WHITE LEAD 
WHITE LEAD AND OXIDES. 

White lead in oil, heavy or soft paste, 100 Ib. kegs, 18%c.; 50 
and 25 lb. kegs, 14c.; 12% lb. kegs, 14%c.; 5 Ib. cans, 16%c.; 
1 Ib. cans, 18%c.; 5 Ib. cans packed 50 or 100 Ibs. to case; 1 Ib. 
cans packed 25, 50 or 100 lbs. to case. 

The following discounts are granted on quantity orders for de- 
livery at one time; 500 Ib. lots, 10 per cent; 2000 Ib. lots, 10 
per cent and 6 per cent; 10,000 Ib. lots, 10 per cent, 10 per cent 
and 3 per cent; carload lots, 10 per cent, 10 per cent and 4 per 
cent. 


DRY WHITE LEAD. 


Dry white lead, 100 Ib. kegs, 13%c.; 25 and 50 Ib. kegs, 14c.; 
12% Ib. kegs, 14%c. 


FLATTING OIL 


Quart cans, 12 to case, 35c. per can; 1 gal. cans, 6 to case, 
$1.20 per gal.; 5 gal. cans, 1 and 2 cans to case, $1.10 per gal. 
Quantity discounts: 10 to 24 gallon lots, less 10 per cent; 24 to 
48 gallon lots, less 20 per cent; 48 to 96 gallon lots, less 20 and 
6 per cent; 96 gallons and over, less 20 and 15 per cent. Mixed 
orders for different sized cans will be subject to the discount for 
the combined gallonage. 


WHITE LEAD PUTTY 


White lead putty, 1 Ib. cans, 10c. per Ib.; 12% Ib. cans, 8%c. 
per = 25 Ib. cans, 8c. per lb.; 120 lb. (approximate) tubs, 7c. 
per Ib. 


COMMERCIAL PUTTY 


1 Ib. cans, 6c. per Ib.; 2 Ib. cans, 5%c. per Ib.; 5 Ib. cans, 4%c. 
per Ib.; 12% Ib. cans, 4%c. per Ib.; 25 Ib. cans, 4c. per Ib.; 100 
to 120 Ib. tubs, 8c. per Ib. 


SPIRITS TURPENTINE 


Prices range from 5lc. per gallon. 


DRY COLORS 


COMMERCIAL LAMP BLACK. 
In 50 Ib. cases, 1 Ib. packages, 16c. per lb.; % Ib. packages, 22c. 


per lb.; % Ib. packages, 30c. per lb. Assorted sizes, 22c. per Ib. 


GERMANTOWN LAMP BLACK. 

In 50 Ib. cases, 1 lb. packages, 25c. per lb.; % Ib. packages, 
32c. per lb.; % Ib. packages, 40c. per Ib. Assorted sizes, 32c. per 
lb. 


VARIEGATED COLORS 

Dry colors in barrels varying from 300 to 350 lbs. Prices per 
pound: Prince’s metallic, 3c.; American raw and burnt umber, 
5%c.; Italian raw and burnt sienna, 10c.; turkey raw and burnt 
umber, 6c.; American raw and burnt sienna, 5%c.; Van Dyke 
brown, 9c.; chrome green, l.m. or dark, 15c.; American venetian 
red, 3c.; Indian red, 15c.; turkey red, 35c.; American vermilion, 
35c.; American yellow ochre, 2c.; imported French ochre, 64c.; 
golden ochre, 6c.; chrome yellow, l.m. or dark, 15c.; Dutch paint, 
llc.; extra gilder’s whiting, 7%c.; ultramarine blue, 28 lb. boxes, 
from llc. to 9c. per Ib. 


SIZING GLUES 


White kalsomine glue, flakes, 30c. per Ib.; pure hide joint glue, 
ground or flakes, 25c. per lb.; South American sheep glue, 110 !b. 
bags, 15c. per Ilb.; German sheep glue, 110 lb. bags, 18c. per Ib. 


MISCELLANEOUS MATERIALS 


Oxalic acid, in barrels, 14c. per lb.; Italian ground pumice 
stone, in barrels, 3c. per Ib.; C. P. aluminum bronze, 1 Ib. cans, 
75c. per can; pale gold bronze, 1 Ib. cans, 65c. per can; copper 
bronze, 1 Ib. cans, $1 per can; cotton waste, 50 Ib. bales, 14c. to 
15c. per Ib.; alcohol, C. D. No. 5, in steel drums, 43c. per gal.; 
steel drums are charged at $6 each, which is refunded when 
drums are returned. 


SHELLAC 


T. N. Grade, 164 Ib. bags, 24c. per Ib.; Vac-Dry, bleached, 250 
lb. barrels, 30c. per Ib.; Orange, 164 Ib. bags, 25c., 27c. and 34c. 
per Ib., according to grade; 5 lb. Pure White Shellac, 50 gal. 
barrels, $1.70 per gal.; 5 lb. Pure Orange Shellac, 50 gal. barrels, 
$1.40 per gal.; 4% lb. Pure White Shellac, 50 gal. barrels, $1.65 
per gal.; 4% lb. Pure Orange Shellac, 50 gal. barrels, $1.35 per 
gal.; 4 Ib. Pure White Shellac, 50 gal. barrels, $1.55 per gal.; 
4 lb. Pure Orange Shellac, 50 gal. barrels, $1.25 per gal. 


STEP LADDERS 


High grade, 4 ft., $1.95; 5 ft., $2.40; 6 ft., $2.90; 7 ft., $8.40; 
8 ft., $3.90; 10 ft., $4.80. Medium quality, 3 ft., 75c. each; 4 ft., 
$1.00; 5 ft., $1.25; 6 ft., $1.50; 7 ft., $1.75; 8 ft., $2.00; 10 ft., 
$2.50. Competitive quality, 4 ft., 80c. each; & ft., $1.00 each; 6 ft., 
$1.20 éach. 


EXTENSION LADDERS 


Complete with rope and pulley assemblies, 20 ft., $5.60 each; 
24 ft., $7.85 each; 26 ft., $8.45 each; 28 ft., $9.00; 30 ft., $9.55; 
32 ft., $10.15; 34 ft., $10.70; 36 ft., $11.20; 88 ft., $12.00; 40 ft., 
$12.50. Extra ropes for extension ladders, $1.25 each. Extra 
pulleys for extension ladders, $1.25. 


FLOOR WAX PRODUCTS 

Powdered Wax.—4 0z., 23%c.; 8 oz., 38%c.; 16 oz., 66%c.; 5 Ib., 
$2.66% per package. 

Prepared Paste Wax.—2% oz., 16%c.; % Ib., 33%c.; 1 Ib., 56%c.; 
2 Ib., $1.06%; 4 Ib., $2.00; 8 Ib., $3.73%. 

Prepared a Wax.—% pt., 33%c.; 1 pt., 50c.; 1 qt., 93%c.; 
% gal., $1.60; 1 gal., $2.66%. 

Floor Polishing Outfits.—Includes quart bottle of liquid wax, 
one way mop, one weighted floor brush and instructions, $3.75. 


Weighted Fioor Brushes.—15 Ib., $3.75; 25 Ib., $5.25. 


SANDPAPER 


Size 00, 100 sheets, 83c. per box; size 0, 100 sheets, 83c. per 
box; size %, 100 sheet, 89c. per box; size 1, 75 sheets, 74c. per 
box; size 1%, 50 sheets, 56c. per box; size 2, 50 sheets, 65c. per 
box; size 2%, 50 sheets, 7lc. per box; size 3, 25 sheets, 41c. per 
box. 


Utility packages of sandpaper, 6%c. each. Full cartons of 72 
packages are subject to an additio per cent discount. 
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WEEKLY LETTER 


THE ONLY SHOT THAT COUNTS !S THE SHOT THAT HITS 















When you're out 
of goods, you're out of 
business. 


“Stocks of goods in the 
' Hardware Trade have not 
been so low in 20 years.” 








Oliver Brothers Purchasing Agency 








Rf Parnr22e, 


President 










Now here—The Remington Standard 
American Dollar Pocket Knife 













REMINGTON ARMS COMPANY, Inc. 
Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Dighy 0766 
Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 


©1930 R.A. Co. 



















HARDWARE AGE for SEPTEMBER 18, 1930 





(Boston office of HARDWARE AGE) 

BOSTON, Sept. 16.—According to jobbers, retail buying is diversi- 
fied but not as heavy as it was in former years at this time. The 
trade is largely interested in customers’ current rather than in fu- 
ture needs, jobbers’ bookings of future orders still being in com- 
paratively narrow limits. Several really cool nights of late have 
brought public attention to the fact that it is high time to make cer- 
tain repairs about the house, consequently roofing materials are mov- 
ing in larger volume. Realizing that hunters will soon be in the 
woods, retailers evince more interest in their probable needs. Pre- 
serving accessories and apple parers, kegs, bottle cappers and caps, 
stove and furnace accessories, poultry supplies, radio tubes and boys’ 
wagons are but some of the things in demand today. Talk of un- 
employment has failed to stem demand for toy banks. 

The character of retail buying today is not much different than it 
has been for the past year or two except, perhaps, it is smaller in 
the aggregate. Jobbers are therefore convinced that retail stocks 
are small and that the time is near when stocks must be more liber- 
ally replaced. Certain types of ash sifts have been reduced in cost 
by jobbers. Cotton gloves are down about 10 per cent, galvanized 
pails as much, and barbed and smooth fencing wire as well as fenc- 
ing and poultry netting staples are off about 5c. per cwt. The ounce 
size of Three-In-One machine oil has been cut to 80c. a dozen, thus 
making it a 10c. resale article. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. 





BANKS, TOY COAL HODS. 
Banks, Toy.—Uncle Sam, nickel, Coal Hods.—Galvanized, with wood 
$16 a doz. net, dime, $16; three coin handle, $4.25, $4.65, $5 and $5.50 a 
register, $21; cash store register, doz. net; Japanned, 16 in., $3.50. 


No. 110, $12; combination, two in one, 


$16; home, $6; Little Millionaire, $4. COTTON GLOVES. 


BARBED WIRE. Gloves. — Cotton, workmans’, No. 
- 839B, 6 oz., $1.05 a doz. net; in full 

From Store. — Galvanized, four eartons of 10 dozen, 96c. No. 839, 
point, No. 9, $3.95 per 100 lb. net; 6 oz., $1.10; full cartons, $1. No. 
80-rod reels, two-ply, $3.16 per reel, 641, 9 oz., $1.40; full cartons, $1.25. 
four point, $3.64. No. 642, 11 oz., $1.60; full cartons, 

From Mill. — Galvanized, catch $1.44. No. 643, 14 oz., $1.90; full car- 
weight, four point, in car lots, $2.75 Some, 2. 70. Flannel, with knit wrist, 
per 100-lb.; less than car lots, $3; No. 6 $2.25; full cartons, $2. Cot- 
two ply twisted, car lots, $2.75, less ton a Jersey wrist, Wo. 402B, 
than car lots, $3. Eighty rod reels, $1.85; full cartons, $1.60; No. 402, 
four point, car lots, $2.42 per reel, $1.90; full cartons, $1.65. 
less than car lots, $2.63; two ply Gloves.—Leather front, knit wrist, 
twisted, car lots, $2.03, less than 7% oz., No. 213, $3.20 a doz. net; in 
car lots, $2.20. ao hh $2.85. No. 300, 8% oz., 

4.40; full cartons, $4; No. 327C, 10 
BRIDGE SMOKING SETS. oz., $4.80; full cartons, $4.40. 

Bridge Smoking Sets. — Stanley 
Works line, two trays, four ash trays DOOR MATS. 
and cigarette holders in set, assorted Door Mats.—Cocoa, 14 x 25 in., 
colors, $2.10 a set, net. Individual 66c. each net; 16 x 27 in’, 84c.; 18 
cigarette holders, 60c. each, net. x 30 in., $1.05. Steel wire, $1.47 each 

net. Black rubber, 18 x 30 in., $8 a 
CLOCKS. doz. net. 

Electric.—Hammond line, Ravens- 3 
Sa = —_, list; Colonial A, FOOD CHOPPERS. 

.50; Junior wall, white or green, Standard Makes.-—Russwin, No. 1, 
$14.50; wall board, brown, $22.50; $2.70 each list; No. 2, $3.30; No. 3, 
Gothic model B, $29.50; square wall, $4.20. Discount, 40 and 5 per cent. 
$30; Cambridge, $32.50; kitchen, white Universal, No. 00, $1.25 each net; No. 
or green, $9.75. Discount 40 per cent. i. Cia: ‘No. 2, $1.86; No. 3, $2.37; 

Westclox Line.—Big Ben, $2.29 each No. 323, $2.20; No. 331, $3.38; No. 
net; luminous, $2.98; Ben De Luxe, 333, $3.72: No. 304, $5.91; No. 344, 
plain, green, blue and old rose, $2.46; $9.43. Enterprise, No. 5, $2.26 each 
assortment of blue, green and old net; No. 10, $3. No. 501, $1.39; No. 
rose, $7.38; luminous, green, blue and 602, $1.74; No. jak. $2.26. 


old rose, $3.16; Baby Ben, $2.29; 
luminous, $2.98; Baby Ben De Luxe, HUNTERWY’ SUPPLIES. 


plain, green, blue and old rose, $3.46; 





assortment of blue, green and old Shotguns. — Standard makes, 12 
rose, $7.38; luminous, green, blue and gage, $19.75 each net; 16 gage, $7.75; 
old rose, $3. 16; Sleepmeter, $1.40; lu- repeater, $30; double barrel, $14.50; 
minous, $2.10; America, plain, green, — 20 gage, $14.50; 30 gage, 
blue and red, $1.05; luminous, $1.58; $14.5 
Ben Hur, with base, plain, red, green at, — With sheath, Marble, 6 
and blue, $1.76, assortment of colors, in., $2 each net, 4% in., »_ 6 in., 
$5.28, luminous, $2.46. $1.67; a, of a doz.; Kindfolks, 
Switchman. — Control, 40 hour $8; Universal, , $17 a doz., 5 in., 
movement, $7.75 each list. Discount $15. 


40 per cent. Compasses.—Marble, No. 182, 84c. 

















B O STON Retail Demand Is Diversified, but Light 
$s Some Price Revisions Are Effective 


each net, with brass guide, 1% in., 
$12 a doz., 1% in., $2; jeweled, $1.35 
each. 

Aue. ar id $2.17 each net; No. 
6, $1.50; No. 9, $1. 

fs —Standard makes, $6.25 to 
$8.50 each net. 

Pedometers.— One hundred miles 
capacity, $1.65 each net. 

Watches.—Stop, $1.75 each net. 


MACHINE OIL. 


Three-In-One.—Ounce bottles, 80c. 
a doz. net. 


PAILS. 


Galvanized.—Eight quart, $2 a doz. 
net; 10 qt., $2.40; 12 at., $2.60; 14 at., 
light, $2. 90; 12 qt., heavy, $4; 14 at., 
heavy, $5; 14 qt., extra heavy, $6.34. 


PARERS. 


Apple.—Rocking Table, $11.50 per 
doz. net; Little Star, $9. Parers and 
corers combined, Duplex, 75c. per 
doz.; Duplex stainless, $1.80. 


RADIO TUBES. 


Radiotrons.—No. UX201A, 75c. each 
net; No. UX245, $1.20; No. UX122A, 
$1.35; No. UX171A, $1. 35; No. UX199, 
$1.50; No. UV199, $1.65; No. UX226, 
tt ¥ No. UY224, $1.98; No. UY227, 

Audions.— De Forrest, No. 427, 
$1.20 each net. 

Raytheons. — Eveready, No. BH, 
$2.70 each met; No. BA, $4.50; No. 
PR112A, $1.35; No. ERI71A, $1.35; 
No. ER201A, 75c.; No. ER224, $1.98; 
No. ER226, $1.05; No. ER227, $1.32; 
No. ER245, $1.20; No. ER280, $1.14; 
No. ER281, $4.35; No. ER250, $6.60. 


ROOFING MATERIAL, 


Roofing Paper. — Rolled, smooth 
surface, heavy, 55 Ib., $1.83 a roll, 
list; extra heavy, 65 Ib., $2.09. Apex, 
medium, $1.36; Battle Axe, light, 95c.; 
medium, $1.16; heavy, $1.37. Mineral 
surface, red and green, $2.05; balmar 
green, $1.89. Discount, 10 per cent. 

Building Paper.—Sheathing, Conti- 
nental, $2.19 a roll, list. Discount 10 
per cent; Red Star, 95c. a roll, net; 
Continental red rosin, $50 a _ ton; 
tarred felt, $58.50; Bermico, X grade, 
$70, A, AA and AAA grades, $65. 

Duck.—Cotton, heavy, 36c. a yard, 
net. 
Nails.—Barbed roofing, % in., $6.55 
a keg net; 1 in., $6.45. 

Tins.—Standard, 1% in., 10%c. a 
Ib. net. 

Cement.—Pint containers, $1.80 a 
doz. net. 


SIFTS, ASH. 


Success, $5.50 a doz. net; Triumph, 
two to a crate, crate lots, $2.17 each, 
less crates, $2.35; Square, less than 
dozen lots, $5.75, dozen lots, $5.50; 
Round, No. 19, less than dozen lots, 
$3.88, dozen lots, 3.68; Favorite, 
less than dozen lots, $6.50, dozen lots, 
$6; Rapid, dozen lots, $8.40, less than 
dozen lots, $8.80 


WAGONS. 


Boys’.—Coaster, with break, $3.65 
each net; without break, $3.25; 
Rambler, $3.15; Speedster, No. 400, 
$3.96, No. 275, $2.70. 


WATCHES. 


Pocket.—Ingersoll line, latest $1 
model, plain dial, 77c. each net, with 
radiolite dial, $1. 16; Eclipse, $1.67; 
Junior, $2.17: Midget, $2.17. With 
radiolite dials, Yankee, $1.50; Two 
in One, $1.67. Waterbury line, chro- 
mium, plain dial, $3.33 each net; ra- 
diolite dial, $4. New Haven line, Tip 
Top, plain dial, $1 each net; radium 
dial, iS s 

Pocket.—Summer assortment, con- 
sisting of 6 watches, with 4 sport 
chains free, Ingersoll, $12.68 an as- 
sortment net. 

Wrist Watches. — Ingersoll, plain, 
metal dial, $2.33 each net; Radiolite, 
$2.67; Mite, $3.67; New Haven, plain 
dial, $2.29; radium, $2.62. Country 
Club, No. 640, $1.76 each. 
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Operates 
with ¢S 
your foot '4.is 
Inexpensive -- convenient 
always dependable 


R-W Door Dogs keep your garage doors from blow- 








List Price ing or swinging shut in the stormiest weather. No 
75c per pair more sprung hinges, broken doors, bent fenders. 


Door Dogs grip instantly on any surface. They 
are tenacious as a bull pup—and as friendly. 


Door Dogs operate with your foot. Neat, smooth 
finish will not mar even a satin slipper. Nothing 
to catch in the clothing. Rust-proof! Attached in 
a jiffy with two simple screws. Sold everywhere. 








* Quality leaves New York . - «= « AURORA, ILLINOIS, iS, Se Chicago) 


its imprint” Boston Philadelphia Cleveland is St. Louis New Orleans Des Moines 





Minneapolis Kansas City Atlanta Los Angeles San Francisco Omaha _ Seattle Detroit 
Montreal - RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. + Winnipeg 
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NEW YORK: 


New York, Sept. 16. 


HERE has been no _ marked 


| change in the current demand or | 


trade activity in the Metropolitan 
hardware market during the past week. 
The volume of business continues at 
about the same level as in recent weeks. 
In fact, since Labor Day when a sea- 
sonal increase in the demand was noted 
there has been little change, although 
the somewhat accelerated pace has been 
maintained. Sentiment also continues 
to exemplify a more optimistic feeling 
of both wholesalers and retailers. It 
is generally agreed that the outlook at 
this time is more promising than at any 
time this year. With the first few days 
of cooler weather a rather definite up- 
swing is expected by the New York 
hardware trade. 


FALL GOODS ACTIVE 


Fall merchandise is quite active, not- 
withstanding that the volume of busi- 
ness is lighter than at the correspond- 
ing period of last year. Orders specify 
a wide variety of seasonal goods, but 
the quantities of each item are smaller 
than usual. With few exceptions 
winter goods are not moving with any 
degree of briskness. Colder weather is 
needed to stimulate the call fur mer- 
chandise of this type and to start dealers 
to devoting some thought to future re- 
quirements. Guns, rifles and ammuni- 
tion are enjoying a good demand. 
Sporting goods are active. The open- 
ing of school has resulted in an excel- 
lent demand for bicycles, thermos lunch 
kits, alarm clocks, etc. Rubbish burners, 
lawn rakes, prepared roofing, fruit 
presses, canning supplies and preserving 
equipment continue in excellent de- 


mand. 
HOLIDAY GOODS 


Wholesalers have been rather dis- 
appointed, so far, in the interest dealers 
have shown in Christmas merchandise. 
Future orders for goods in this classi- 
fication are not as numerous as would 
seem likely. It is pointed out that 
dealers who delay their orders until 
the last monment, run the risk of being 
dissppointed over shortages and delayed 
shipments. Considerable additional 
buying of toys remains to be done be- 
fore the needs of hardware dealers are 
filled. The same is true of Christmas 
tree lights, wreaths, cutlery, electrical 
appliances, plated hollow ware and 
many other similar holiday lines. It 
is a mooted question whether this busi- 
ness will materialize before November, 
or whether it will be a last minute rush, 
involving high pressure production and 


| 
| 
| 
| 








AT A GLANCE 


There has been no marked 
change in market activity dur- 
ing the past week. Sentiment 
continues to have a more opti- 
mistic tone. Colder weather 
will serve as a needed trade 
stimulant. 

* % *¥ 

Fall merchandise is quite ac- 
tive. Winter goods are rather 
sluggish. It appears that a 
last minute rush will develop 
for holiday goods. 


¢$ & 


Housefurnishings and _ sea- 
sonal goods are enjoying a 
good demand. Some improve- 
ment is noted in the tool de- 
mand. Husehold and metal 
working tools are moving with 
increased activity. 

* * # 

August unemployment fig- 
ures show little change from 
July. September figures will 
make the trend more definite. 

* 8 *% 

No recent price changes of 
importance have been made. 
Collections are considered 
fairly satisfactory. Few new 
stores are opening, according 
to jobbers. 











delayed deliveries. The easier price 
trend is one factor contributed to de- 
layed orders. ' 


HOUSEFURNISHINGS 


The demand for housefurnishings 
continues to retain a near normal status. 
Staple housewares in the medium and 
better grade classes are in good de- 
mand. Inexpensive merchandise is not 
being stressed to the extent it was sev- 
eral months ago. Kitchenware prices 





PAINT MARKET 


The only price change be- 
coming effective in the New 
York Paint Materials Market 
during the past week was an 
advance of Ic. per gallon on 


turpentine, which is now 
quoted at 51c. The demand 
for painting supplies con- 


tinues to improve. 











Demand Is Unchanged at Recent Levels 
Prices, in the Main, Are Unchanged 


for fall are about 5 per cent lower, 
but no further declines are expected, 
according to selling agents. A pref- 
erence is said to exist for cream col- 
ored enameled ware decorated with 
green trim. Roasters are more active. 
Giftwares are also active, especially 
articles to retail at prices under the $10 
figure. 
TOOL DEMAND IMPROVES 

Probably stimulated by the fact that 
many persons are making repairs neces- 
sary before the advent of cold weather 
household tools are in better demand. 
One manufacturer has introduced a 
household hatchet of drop-forged steel, 
which jobbers are offering to dealers 
at $5 per doz. The hatchet is unpol- 
ished, of course, and an excellent de- 
mand is said to prevail. Metal working 
tools, such as_ punches, files, cole 
chisels, etc., continue to enjoy an active 
movement. 


UNEMPLOYMENT 


Latest figures on unemployment in 
New York State were recently released 
by Miss Frances Perkins, State Indus- 
trial Commissioner. Factory employ- 
ment in New York City gained 1.6 per 
cent, while factory employment in the 
State, during August, shows a decrease 
of 1 per cent. 


PRICE TRENDS 


The price tendency is easier, although 
no drastic reductions are expected and 
the bottom is thought to have been 
already reached on many lines. Manu- 
facturers of some lines are selling some 
items at figures considerably lower 
than their cost of production in order 
to keep all employees on their payrolls. 
There is little possibility that such items 
will be offered at lower figures and for 
this reason dealers might find it advan- 
tageous to place orders for future re- 
quirements. It would seem that ad- 
vances would be a more plausible oc- 
currence than declines, under these con- 
ditions and on these particular items. 
No price changes of importance have 
become effective recently. 


COLLECTIONS 


The average of collections is con- 
sidered fairly satisfactory. Some lo- 
calities have a slow rating, while in 
others dealers are meeting their b-I!s 
promptly or are taking the cash dis- 
count. Few opening stocks are re- 
ported to have been sold by wholesalers 
to new hardware establishments just 
starting in business. Relatively, few 
| failures are being encountered in the 
| local hardware trade. 
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Advertisements wilh the 
Service Viewpoint fo help you sell 


NICHOLSON 















ICHOLSON File 

advertising does 
not dwell upon the 
production facilities 
of our plant, good as 
they are. 

























It spends little time on 
the impressive history 


of the Nicholson File 
Company. 








Nicholson Advertising is 
written about subjects 
which interest the tool us- 
er. It tells how to use 
Nicholson Files in the 
home workshop. It tells of 
unique and dramatic parts 
which have been played by 
these sharp cutting tools. 


















You will find this ad- 
vertising a vital sales 
factor because it is 
written with the ser- 
vice viewpoint—to help 
you sell Nicholson Files. 















NICHOLSON FILE CO. 
Providence, R. I., U.S.A. 






A File for Every Purpose 


OL 
<4 
U.S.A. 


(TRADE MARK) 
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Tes me hang 
of a Maydole that 
makes the differ- 
enee—instinetively 
the customer knows 
by the balanee, feel, 
and heft that it’s the 
hammer that best fits 
his grip and swing. 

You’ll sell more hammers if you 
display and recommend May- 
doles. Your jobber can supply 


you with standard assortments 
or the styles and weights you 


Maydole 
Hammers 


The David Maydole Hammer Co..Norwich NY. 











New Catalogs and Dealers Helps 


Available from Manufacturers 


Henkel ‘“Edge-Lite” Corp. 
Issues Attractive Catalog 


A comprehensive discussion of the part 
played by proper light distribution in the 
home, apartment, hotel, or office building, 
forms the text of a new catalog issued 
by the Henkel “Edge-Lite” Corp., 900 N. 
Franklin Street, Chicago, Il. The new 
line of Edge-Lite bathroom cabinets, mir- 
rors and vanities is illustrated in color. 
Measurements of each model are given 
and a list of the color combinations in 
which each is available. This catalog is 
particularly prepared for the use of archi- 
tects, builders, interior decorators and 
lighting experts. 


James Heddon’s Sons 
Issues Dealer Helps 


A folder has recently been issued by 
James Heddon’s Sons, Dowagiac, Mich., 
describing the new Lone-Eagle Kit No. 
901. The kit is reproduced in full colors, 
showing the complete equipment, as in- 
closed in rain proof box. A circular 
showing illustrations and giving data as 
to the line of bait casting rods, standard 
construction fly rods, extra light trout fly 
rods, baits and the No. 901 outfit has also 
been issued. List prices on these lines are 
given, as well as on the Heddon “Simson” 
lines and Black Gold lines in this circular. 


Francis Keil Catalog 
Is Well Illustrated 


The line of miscellaneous hardware, 
electrical specialties, keys, key blanks and 
Keil Jimmy-Saw proof locks offered by 
Francis Keil & Son, Inc., 401 E. 163rd 
Street, New York City, is shown in cata- 
log No. 37. It is attractively bound in 
flexible material. Illustrations and speci- 
fications give a very complete picture of 
the products offered. 





Simmons Hardware Issues 
Hardware Catalog 21 


Hardware Catalog U is now being dis- 
tributed by the Simmons Hardware Co., 
200 S. 9th St. St. Louis, Mo. It has 
a better grade of paper than the former 
catalogs had, making illustrations stand 
out more clearly, giving the retailer an 
Encyclopedia of Hardware, according to 
the concern. There are more than 2080 
pages of information, exclusive of the 
index. Colored insert pages show some 
of the features offered by the Simmons 
organization. Prices to the dealer are 
quoted on many of the items illustrated 
and described. The rear pages show and 
describe dealer helps in the form of movie 
slides, advertising pencils, mats, cuts and 
display stands which the company pro- 
duces. 








Hammett Display Board 


This display board, offered by the Hammett 
Mfg. Co., Kansas City, Mo., shows the kind 
of tools that the” concern is furnishing to its 
jobbers. Included in the assortment on the board, 
are: five dollies, six spoons, a file blade, file 
frame, bending iron, a piston pin inserting tool, 
piston boss groover, three bronze hammers 
and four forged steel hammers. These fender 
and body tools are part of the company’s line. 





Week’s Price Average Was 
83.5 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale University 
announced on Sept. 7 that wholesale com- 
modity prices for the week ended Sept. 6, 
and based on Dun’s quotations, averaged 
83.5 per cent, according to the Journal of 
Commerce. 

The purchasing power of the dollar on 
a 1926 basis of 100c. was 119.7c. The 
August average was 120.2c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
75.2. The August average was 76.3. 

The Italian index on the revised 1926 
basis for the week ended August 30 was 
61.5. 
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Paint Finds Work for Idle Hands 


(Continued from page 53) 


it was apparent that it would be ad- 
vantageous to carry a first grade 
product in addition to a competi- 
tive, moderate priced one. As a 
result more Muffs, Hoffman paint 
customers are now purchasing the 
higher grade paint, instead of the 
medium grade as in the past. 

In promoting the sale of paint, 
newspaper advertising and manu- 
facturers’ sales literature are used. 
In addition, paint is featured in a 
store paper, issued monthly to 1000 
regular patrons of the establish- 
ment. One show window is used 
almost exclusively for displaying 
paints and painting supplies. But 
it is the prominent and extensive 
display of the line on the interior 
of the store which is considered 
most important in starting people 
to thinking about paint—and best 
of all leads them to buy it. There 
is only one place for the paint de- 
partment in the estimation of this 
firm. 

It is the most conspicuous spot 
in the store, because this preferred 
location is justified by results. Up 
front, occupying nearly all of the 
wall space on the right hand side 
of the store, the paint department 
makes a favorable impression on 
the store visitor the moment he 
enters the establishment. Modern 


fixtures are used throughout the 
store, which is arranged in an up- 
to-date manner. No display units 
are placed in front of the paint 
shelving to present a barrier which 
often prevents close examination. 
Instead a wide aisle runs the entire 
length of the shelving, which silent- 
ly but effectively invites the visitors 
to use it in inspecting the paint to 
their hearts’ content. The topmost 
shelf can be easily reached with 
both feet on the floor. If a paint 
customer has the urge to take down 
a can of paint, in order to read the 
label more closely, it is an easy 
matter. 

The store in contention with its 
belief that concentrating on one 
brand of paint is the best policy, 
also handles but one line of brushes. 
In addition to the several benefits 
to be derived from buying brushes 
from one source that have been 
enumerated frequently in HARD- 
WARE AGE, Mr. Feinsod pointed out 
another advantage. “In cases of 
complaints over the service given 
by any brush,” he said, “you know 
where to send it for inspection and 
replacement. We have very few 
‘come-backs,’ but we know where 
the brush came from when it does 
happen and the knowledge serves 
us in good stead. 





What Aluminum Paint Is 


(Continued on page 52) 


Through laboratory investigation 
and by means practical, large scale 
exposure applications it has been 
found that aluminum paint has 
great durability ; high capacity ; high 
light and heat reflectivity; high 
moisture resistance. 

During the past few years alu- 
minum paint has become an impor- 


tant factor in many painting fields. 


It has been used to a considerable 
extent on the interiors of factory 
buildings, machine shops, round 
houses, etc., where its high light re- 
fiflecting qualities and its ability to 
cover any dark surface in one coat 
has proved both efficient and eco- 


nomical. Aluminum paint has also 
become practically standard for oil 
storage tanks. Here its light and 
heat reflecting qualities have been 
utilized in cutting down evaporation 
losses, and its unusual durability 
has resulted in its adoption for 
pointing both steel and wood sur- 
faces in the Southwestern oil fields, 
where hydrogen supphide corrosion 
is very severe. Many bridges, water 
tanks, transmission towers and other 
steel structures of similar character 


| 
throughout the country have been | 


painted with aluminum because of 
its durability as well as its pleasing 
appearance and high visibility. 








Bakatax display cartons and 
individual boxes are mod- 
ernly designed and attrac- 
tively printed. With their 
bright color scheme of black, 





white and green, they have 


a real sales appeal. 


This new line of tacks offers many 
unusual advantages which put them 
in the profit-making class. Write for 
free sample, and give your jobber’s 
name. Geo. Baker & Sons, Inc., 
Brockton, Mass. 


BAKATAX 


irs 
COMING 


The Jobbers’ Convention 
Number of HARD- 
WARE AGE will carry 
the first complete illus- 
trated report of the An- 
nual Hardware Jobbers’ 4 
Convention held in At- 
lantic City Oct. 20-24. 
@ Your early space res- 
ervation is cordially in- 
vited. @ The publica- 
tion date is 


OCTOBER 
23O 

















| 
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Coming Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, May, 1931; exact dates 
to be decided later. L. P. Biggs, secretary, 815 Southern 
Trust Building, Little Rock. 

THIRD ANNUAL CONVENTION OF THE AMERICAN ASSO- 
CIATION OF MASTER LOCKSMITHS, Hotel Pennsylvania, 
New York City, Nov. 12, 1930. Walter S. Orrell, secre- 
tary, 206 Pearl St., New York City. 

AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
CONVENTION, Marborough-Blenheim Hotel, Atlantic 
City, N. J., Oct. 20, 21, 22, 23, 1930. Charles F. Rock- 
well, secretary-treasurer, 342 Madison Ave., New York 
City. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT ASSO-- 
CIATION CONVENTION, San Francisco, February, 1931. 
LeRoy Smith, secretary, 112 Market St., San Francisco. 

CAROLINAS HARDWARE ASSOCIATION CONVENTION, 
June 9, 10, 11, 1931; place to be decided later. Arthur 
R. Craig, secretary, 804-806 Commercial Bank Building, 
Charlotte, N. C. 

CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
February, 1931; date and place to be decided later. 
Chas. R. Freeman, secretary, Branford. 

IDAHO RETAIL HARDWARE & IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Boise, Jan. 27, 28, 29, 1931. 
E. E. Lucas, secretary, Hutton Building, Spokane, Wash. 

ILLINOIS RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Hotel Sherman, Chicago, Feb. 10, 11, 
12, 1931. Paul M. Mulliken, Managing Director, 14-16 
North Spring St., Elgin. R. Y. Wallace, Director of 
Exhibits, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Manufacturers’ Building at the 
Indiana State Fair Grounds, Indianapolis, Jan. 27, 28, 
29, 30, 1931. Hotel headquarters, Claypool Hotel. G. F. 
Sheely, secretary, 911 Meyer-Kiser Bank Building, 
Indianapolis. 

KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND EXHIBIT, Brown Hotel, Louisville, 
Ky., Jan. 20, 21, 22, 23, 1931. J. M. Stone, secretary- 
treasurer, Room 308, Republic Building, Louisville, Ky. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Grand Rapids, Feb. 3, 4, 5, 6, 
1931. Headquarters, Hotel Pantlind. Exhibition at 

eWaters-Klingman Exhibition Building. <A. J. Scott, 
secretary, Marine City. Karl S. Judson, Exhibit Man- 
ager, 248 Morris Ave., Grand Rapids. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 17, 18, 19, 20, 1931; Municipal Auditorium, 
Minneapolis. Charles H. Casey, manager-treasurer, 
2344 Nicollet Ave., Minneapolis. 

MISSISSIPPI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 

MIssouRI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 1931. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

MONTANA IMPLEMENT AND HARDWARE ASSOCIATION 
CONVENTION, Great Falls, Mont., Feb. 12, 13, 14, 1931 
A. C. Talmage, secretary-treasurer, Bozeman, Mont. 


MOUNTAIN STATES HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Denver, Colo., Jan., 1931; exact 
dates to be decided later. John T. Bartlett, secretary, 
2005 Mapleton Ave., Boulder, Colo. 

NATIONAL ELECTRIC LIGHT ASSOCIATION CONVENTION 
AND EXHIBITION, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 
1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New. York City. 

NATIONAL HARDWARE ASSOCIATION CONVENTION, 
Marlborough-Blenheim Hotel, Atlantic City, N. J., Oct. 
20, 21, 22, 23, 1930. George. A. Fernley, secretary- 
treasurer, 505 Arch St., Philadelphia, Pa. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Lincoln, Jan. 27, 28, 29 30, 1931. 
Headquarters, Lincoln Hotel. Convention sessions at 
Morrill Hall, University of Nebraska, and the exhibit 
will be at the University Coliseum. Geo. H. Dietz, 
secretary, 414-419 Little Building, Lincoln. 

NEW ENGLAND RETAIL HARDWARE DEALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere Hall, 
Exhibition at Mechanics Building. George A. Fiel, 
secretary, 80 Federal St., Boston, Mass. 

NEW YoRK STATE RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXPOSITION, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley, sec- 
retary, 510 Hills Building, Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 

NoRTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Minot, Feb. 10, 11, 12. 1931. 
C. N. Barnes, secretary, Grand Forks. 

OHIO HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Cleveland, Feb. 17, 18, 19, 20, 19381. Head- 
quarters, Hotel Cleveland. Exhibition in Public Audi- 
torium Annex. James B. Carson, secretary, 708 Mutual 
Home Building, Dayton. 

OKLAHOMA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Masonic Temple, Oklahoma City, Jan. 27, 28, 29, 
1931. Charles F. Nelson, secretary, 207-208 Bloom- 
field Building, Oklahoma City. 

OREGON RETAIL HARDWARE & IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Portland, Feb. 10, 11, 12, 
1931. E. E. Lucas, secretary, Hutton Building, Spokane, 
Wash. 

PACIFIC NORTHWEST HARDWARE & IMPLEMENT ASSO- 
CIATION CONVENTION, Spokane, Wash., Feb. 4, 5, 6, 1931. 
E. E. Lucas, secretary, Hutton Building, Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC., CONVENTION AND EXHIBITION, Com- 
mercial Museum, Philadelphia, Feb. 10, 11, 12, 13, 1931. 
W. Glenn Pearce, secretary-treasurer, 610 Wesley 
Building, Philadelphia. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Feb. 24, 25, 26, 1931, 
Ambassador Hotel Auditorium, Los Angeles. J. V. 
Guilfoyle, secretary, 420 E. 8th St., Los Angeles. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 

(Continued on page 86) 





























HARDWARE AGE for SEPTEMBER I8, 1930 


85 





¢-VEREAD) 
RAYTH EON 





Handy carton of four 
Eveready Raytheon 
B-H Tubes 


SUGGEST!!! 


EVEREADY 


RAYTHEON B-H 
REPLACEMENTS FOR 


“B™ ELIMINATORS 


TRY IT for a week! Keep a carton of Eveready 
Raytheon B-H Tubes right out front. Suggest 
them to customers. A new B-H tube makes a 
big difference in reception. 

Because B-H, original gaseous, rectifying 
tubes, are standard with over 100 makes of “B” 
power units. Most units were designed for the 
B-H. The replacement market is tremendous. 

Always keep Eveready Raytheon B-H 
Tubes, four in the handy carton, out in display. 

* * * 
The Eveready Hour, radio’s oldest commercial 
feature, is broadcast every Tuesday evening at 
nine (New York time) from WEAF over a 
nation-wide N. B.C. network of 31 stations. 


NATIONAL CARBON COMPANY, INC. 
General Offices: New York, N. Y. 


Chicago Kansas City 
San Francisco 


Branches: 
New York 


Unit of Union Carbide (ija a and Carbon Corporation 


EVEREADY 


RAYTHEON 


rade-marks 














Meet Low-Priced 
Competition 


with a quality mower 


Blair raises the standard 
of low-priced mowers 





You’re bound to have a certain number of 
customers looking for a low-priced mower. 
You can’t afford to have them walk out of the 
store with the remark “I know where I can 
buy cheaper’”—neither can you afford to sell a 
mower that might not give entire satisfaction. 


ae SH) 


Blair—to help you meet this condition—offers 
a low-priced line of mowers with a quality 
name. They’re sturdy, well-constructed and 
carry the Drawcut principle. They’re worth 
every nickel of the price you will get. 


— 


Your chances for sales on the high-grade Blair 
mowers are just so much better—the quality 
lines that are favorably known wherever lawn 
mowers are sold—the Hercules, Pilgrim, Auto- 
matics and Universals. 


Write for prices on the low-priced line today— 
you'll be surprised. 


BLAIR MANUFACTURING COMPANY 
Est. 1879 


Springfield, Massachusetts 


BLAIR Drawcut 
LAWN MOWERS 
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Pat’d and Pats. 
Pending 








“Hallowell” TABLE OF STEEL 


Get a “Hallowell” for your Shipping room— 
handle, wrap and pack Hardware on that one- 
piece Steel Top that never cracks, never 
splinters, but on the contrary, gets smoother 


and more serviceable with age. 


And the “Hallowell,” finished in rich glossy 
Olive Green, besides brightening up the 
whole place because it looks so well, is rigid, 


rugged and inexpensive. 


1368 standard sizes and combinations of 
“HALLOWELL” Steel Benches and Tables 


are carried in stock—therefore no waiting. 


WE MANUFACTURE: 











“HALLOWELL” STEEL WORK-BENCHES 
“HALLOWELL” STEEL WORK-TABLES 


“HALLOWELL” STEEL WORK-BENCHES, 
SEMI-PORTABLE 


“HALLOWELL” STEEL-WOOD WORK-BENCHES 
“HALLOWELL” STEEL-WOOD WORK-TABLES 
“HALLOWELL” STEEL BENCH-DRAWERS 
“HALLOWELL” STEEL CHAIRS AND STOOLS 
“HALLOWELL” STEEL SHOP-FURNITURE 
“HALLOWELL” STEEL FLOOR-TRUCKS 
“HALLOWELL” STEEL LIFT-TRUCK 
PLATFORMS 


“UNBRAKO” HOLLOW SET SCREWS 
“UNBRAKO” SOCKET HEAD CAP SCREWS 
“UNBRAKO” STRIPPER BOLTS 
“UNBRAKO” PIPE PLUGS 

POWER TRANSMISSION APPLIANCES 








Take Your Pick Please—Then Write Us 








STANDARD PRESSED STEEL CO] @ 








BRANCHES BRANCHES 





poston JENKINTOWN 
cHicaco NK »PENNA. SAN FRANCISCO 
DETROIT BOX 535 ST.Lovis 











The Romance and Reality of Paint 
(Continued from page 51) 
by painting radiators with light tints their heating 
efficiency may be increased as much as twenty per 
cent, even if the paint is applied over the bronze 
paint already thereon? 

Colors, too, affect the spirits—the feelings. Some 
colors—blue, green and white, for example, actually 
make one feel cool and tranquil, while others, like 
red and yellow, are irritating, exciting and make a 
hot room feel hotter. Ancient wisdom teaches us that 
“as a man thinketh so is he.” Personal pride and 
self respect have a reaction not only on a man’s atti- 
tude toward the world but on the way he conducts 
himself therein, and there is nothing more conducive 
to self respect than a well-cared-for dwelling. From 
a proper home we go forth to meet the affairs of life 
with a proper confidence and pride. A shabby home, 
a shabby town—the inhabitants thereof will carry the 
spirit of that shabbiness with them wherever they go. 

As a manufacturer of paint, like Paul of old, “I 
magnify mine office.’ This industry of ours is an 
ancient and honorable craft, serving well not only the 
physical needs but the soul’s welfare of man. Before 
the pyramids were built there were paint makers and 
painters satisfying a fundamental instinct of human 
nature. Throughout the ages the craft was held in 
high honor and in some ages among some people was 
held second only to the priesthood. In a more prac- 
tical age we carry on the high tradition of social ser- 
vice. 

Yes, to those who have eyes to see and minds to 
understand, there is both romance and reality in this 
great industry of ours, for when you paint to beautify, 
you preserve, and when you paint to preserve, you 
beautify. 


Coming Conventions 


(Continued from page 84) 
ASSOCIATION CONVENTION. AND EXHBITION, Atlanta, Ga., 
May 12, 13, 14, 1931. Walter Harlan, secretary- 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 

SouTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, New Auditorium, Rapid City, Feb. 3, 4, 5, 
1931. Headquarters, Alex Johnson Hotel. Charles H. 
Casey, manager and treasurer, 2344 Nicollet Ave., 
Minneapolis, Minn. 

TEXAS HARDWARE AND IMPLEMENT ASSOCIATION CON- 
VENTION, Baker Hotel, Dallas, Jan. 20, 21, 22, 1931. Dan 
Scoates, secretary, College Station. 

VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Richmond, Feb. 24, 25, 26, 1931. 
Thos. B. Howell, secretary, 802 Broad St., Richmond. 

WEST VIRGINIA HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Charleston, Jan. 20, 21, 22, 1931. 
Headquarters, Daniel Boone Hotel. Exhibition in the 
Armory Building. James B. Carson, secretary, 708 
Mutual Home Building, Dayton, Ohio. 

WISCONSIN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Milwaukee Auditorium, Milwau- 
kee, Feb. 3, 4, 5, 6, 1931. B. Christianson, secretary, 
Stevens Point. 
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RIM 
NIGHT 
LATCH 
No. 03510 
JIMMY RESISTING 





Made of Approved by 
CAST BRONZE Underwriters’ Laboratories 


y ; ‘HIS LOCK provides genuine protec- 
tion against forcible entry. The con- 
struction of the case and strike prevents 

successful attack on the bolt with a saw or file. 


The Cylinder is screwed into a bronze 
sleeve and anchored in position by two hard 
steel locking pins, which, with the rein- 
forced cylinder ring, will resist attempts to 
forcibly turn or twist it. 


This is a lock that should be in every up- 
to-date dealer’s stock. 


Order from your jobber 


—— 


a 


The Eagle Quality Line 


Night Latches Front Door Sets Padlocks 
Cabinet Locks Store Door Sets Trunk Locks 





Wood Screws Stove Bolts 
EAGLE LOCK © — 
26 hn Street - 


Branch Offices: a 
52i-Commerce St. 177-99 N.FranklinSt, 4 Bedford St 
Philodelphia, Pa. Chicogo. Ill. Boston, Mass 

Works at Yerryville, Conn. 
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We Just Won't 
Do It— 


Chances! Yes, lots of them. 
Chances to sell chain stores and 
mail order houses. But we just 
won't do it. 


Some folks tell us we are wrong. 
They say, take business wheré 
you can get it. We disagree. 
We are going to stick to our 
original policy laid down when 
we first opened our doors for 
business—sell independent re- 
tailers. They have been liberal 
in their patronage—they have 
been loyal to the “Dasco” line. 
We will not violate that confi- 
dence. We'll ride with the 
independents - as we always 
have. 


BAS CO 


Tools and Cutlery 
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One of these days a “Dasco” salesman will 
drop in to see you. Let him show you the 
line. It sells readily and pays good profits. 


DAMASCUS STEEL PRODUCTS 
CORP. 


Makers of High Grade Tools and Cutlery 
ROCKFORD, ILLINOIS, U. S. A. 


Branch Offices and Warehouses 


94 S. Broadway, Denver, Colorado 

328 Holladay Avenue, Portland, Oregon 

478 Tremont Street, Boston, Massachusetts 

149 Church Street, New York City 

Key Hardware Co., 406 Wall St., Los Angeles, Calif. 
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A wide range of use is 


found for this popular 
GRIFFIN Fleur de Lis 
Hinge that combines 
beauty of design with 
precision in every 


manufacturing detail. 





Manufacturing Co 


ERIE. PENNSYLVANIA 
_< Branch Offces_, 


BOSTON - - - - 
SAN FRANCISCO - 


45 Warren St. 
- 555 W. Randolph St. 
76 Batterymarch 
703 Market St. 


The Bottom of the World 


(Continued from page 49) 


certain diseases, especially those such as influenza, head 
colds, sinus and other diseases of the respiratory organs 
due to microbes.” 

Captain McKinley said members of the expedition 
slept in their cabins with open doors and windows, in 
their sleeping bags with the temperature 35 below zero. 
There was much less danger from the cold than there 
was from the overcrowding of the men in hot quarters. 
Their water was made by melting snow, and of course 
it was very pure. 

“Would you care to go again on a trip like this?” was 
one of our questions. “Yes,” was the reply, “if I could 
go and spend the summer at the South Pole, but never 
again to spend one of those arctic nights. It certainly 
was great when along about August we saw the sun 
for the first time rise from the horizon. It didn’t go 
up in the sky but just rolled around on the horizen. The 
arrival of the sun was a great day in Little America.” 


“Did you leave very much~behind?” we asked. “Yes, 
we were compelled to leave a lot of things in Little 
America,” was the reply. “We left our aeroplanes behind, 
even the plane in which we flew over the South Pole.” 
“Well,” said someone, “I suppose there will be an expedi- 
tion go back to get those planes.” “Such an expedition 
would cost at least $500,000,” was the answer, “so I 
hardly think anyone will try to retrieve them. When we 
thought of coming back it was suggested that some of 
the Norwegian whalers might take us out. Upon 
negotiating with them, however, these whalers asked 
$600,000 for the job. This was $300,000 for actual 
expenses and $300,000 for insurance for their ships and 
men.” In other words, a little summer trip to the 
Antarctic would be a very expensive vacation. Of 
course there are also the chances of being frozen in and 
compelled to remain until the following summer. That 
was the danger when the ship called to rescue them. 
That was why they were all in such a hurry to load up 
that ship and get away. Everything that they brought 
home was loaded on the ship in forty hours. How those 
boys did work! Being a scientist was all right, but they 
felt the call of little old Broadway. 

As we told Captain and Mrs. McKinley goodbye, and 
went back to our offices to resume the daily grind, we 
thought of that enormous continent, greater in size 
than the United States—a land absolutely without life. 
Therefore in figuring on our next summer’s vacation we 
have decided to give the preference to the North Pole 
instead of the South Pole. Can you imagine anything 
more lonesome than the South Pole with its eternal 








snows, immense mountains and never-ending winds? 
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TRADE MARK 


LADDERS 
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KEY BLANKS 


This Company has long been known as the 
leading manufacturer of key blanks and key 
machines. Completeness of the line—quality 
of the product and quick service from our 
branch offices are reasons why the ILCO is 
everywhere accepted as the standard key blank. 









INDEPENDENT LOCK CO. 


Factory and General Offices at 


a FITCHBURG MASS., U. S. A. 



























should stock 
Atlas Tacks 


Every box of Atlas Tacks 
and Small Nails contains 
quality, quantity and brings 
quick sales. The boxes them- 
selves will be remembered by 
your customers. .. Ask your job- 
ber for the Atlas line . .. they 
are always available in both qual- 
ity and price range. 


ATLAS TACK 
CORPORATION 


Fairhaven, Mass. & St. Louis, Mo. 
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Labor Saving 





Bores Any Are 
of a Circle 


The Forstner Auger Bit, un- 

like other bits, is guided by its 

circular rim instead of its center, 

consequently it will bore any Fay of 

a circle, and can be guided in any 

direction ‘regardless of grain or 

leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. or core boxes, fine 

and delicate patterns, veneers, screen work, 

Sion main gd scroll twist columns, newels, 
ribbon and mortising. 
for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 


FORSTNER 




















CORBIN 


Wood Screws 
Drive Screws 
Coach Screws 
Machine Screws 
Set Serews 
Cap Screws 
Thumb Screws 
Special Automatic Screw 
Machine Products 
Stove Boks 
' Tire Bolts 
‘ Sink Bolts 
Machine Screw Nuts 
Stove and Tire Bolt Nuts 
U.S. S. Nuts 
S, A. E. Castellated Nuts 
. A. E. Plain Nuts 
Jack Chain 
+ Plumber's Chain 
_ Register Chain 
Safety Chain 
Furnace Chain 
Ladder Chain 
Sash Chain 
Escutcheon Pins 
Speedometers 
Tachometers 





VUVVV EVER 


WYK tea YT 





The CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 





























Hot of the Nail We, a 


Little yarns that others have laughed over 
culled 


from various sources. 


porary puts it: “Some of them have been 
copied, the rest will be.” 


a contem- 








Buck: “Can you give me a 
definition of an orator?” 

Private: “Sure. He’s the 
fellow who’s always ready to 
lay down your life for his 
country.” 


As Confucius said: “Men 
trip over molehills — not 
mountains.” 


An old lady visiting in a 
penitentiary said to a bur- 
glar: “Have you no plans 
for the future on the expira- 
tion of your sentence?” 

“Oh, yes, ma’am. I’ve got 
the plans of two banks and 
a postoffice.” 





She: “Did you have a nice 
time in Montreal?” 
He: “So they tell me.” 





Ed—“I guess you’ve been 
out with worse looking fel- 
lows than I am, _ haven't 
you?” 

No answer. 

Ed—“I say, I guess you’ve 
been out with worse looking 
fellows than I am, haven’t 
you?” 

Co-ed—“I heard you the 
first time. I was just trying 
to think.” 





“It was terrible,” said Mrs. 
Murphy. “There were twen- 
ty-seven Swedes and an 
Irishman killed in the 
wreck.” 

“Indeed,” said Mrs. 
gan, “the poor man.” 


Gro- 





“Why do you build a two- 
car garage when you can af- 
ford only one car?” 

“Oh, I want it wide enough 
so my wife can back in.” 





“You’re moving again?” 
“Yes; the neighbors have 
seen all my wife’s hats.” 





“Got a sweetheart yet, 
Lily?” 

“Sure, an’ he’s a regular 
gent.” 

“Zat so?” 


“Yep. He took me to a 
rest’rant night ‘fore last an’ 
poured his coffee into a sau- 
cer to cool it; but he didn’t 
blow it like common people 
does—he fanned it with his 
hat!” 





Waiter: “Zoup, sir? Zoup? 
Zoup ?” 
Guest: “I don’t know what 


you’re talking about.” ’ 
“You know what 


Waiter: 
hash is? Well, zoup_ is 
looser.” 





“See if you can laugh that 
off,” said the fat man’s wife 
as she wired a button on his 
vest. 





A married man is defined 
as an individual who has two 
hands with which to drive 
the car. 





She: “You remind me of 
the ocean.” 

He: “Wild, romantic, rest- 
less—?” 

She: “No, you just make 
me sick.” 





“Come, Louise, kiss your 
old uncle and I'll give you a 
penny!” 

“Pooh! Mamma gives me 
more than that to take cas- 


tor oil!” 





“Oh, mother, there’s a 
murderer in the basement!” 

“Foolish child! What makes 
you think so?” 

“T just heard the gardener 
tell the butler, ‘We might 
as well kill the other one.’ ” 





Him: “For 2 cents I’d kiss 
you.” 
Her: “Well, here’s 50 cents, 


let’s get going.” 
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If you see the world beat- 
ing a well-worn track to any- 
body’s door away back in the 
woods these days, it’s a cinch 
it isn’t mouse traps the fel- 
low is making better than 
anybody else. 





Fond Mother: “Quiet, dear; 
the sandman is coming.” 

Modern Child: “Okay, mom; 
a dollar and I won't tell 
pop.” 





“Officer,” said a 300-pound 
lady, “could you see me 
across the street?” 

“Madam, I could see you 
three blocks away.” 





Visiting Delegate (to hotel 
clerk): “Why didn’t you call 
me at_ seven-thirty this 
morning?” he demanded. 

“Because,” returned the 
affable clerk, “you didn’t go 
to bed till eight.” 





A piano manufacturer tried 
to get a testimonial from Will 
Rogers for his pianos. Rog- 
ers, who never indorses any 
product unless he really be- 
lieves in it, wrote this letter 
to the piano firm: 

“I guess your pianos aré 
the best I ever leaned against. 
Yours truly.—Will Rogers.” 





Minister: “I hear, Paddie, 
they’ve gone dry in the vil- 
lage where your. brother 
lives.” 

Paddie: “Dry, mon! They’re 
parched. I’ve just had a let- 
ter from Mike, an’ the post- 
age stamp was stuck on with 
a pm.” 


“Dear father: I am in the 
city and am broke and have 
no friends. What shall I 
do?” 

The father wrote back: 
“Dear son: Make some 
friends quick. Father.” 


Teacher: “Willie, where is 
New York?” 

Willie: “Right between Chi- 
cago and St. Louis.” 

Teacher: “Where on earth 
did you get that?” 

Willie: “That’s where it is 
on our radio set.” 


And speaking of hazardous 
occupations, there’s the win- 
dow washer and the steeple- 
jack and the steel worker, 
and then there’s the editor 
who dropped 11 stories into 
the waste basket. 




















Wortman 





“Wall, yes, I did keep radio-bulbs fer a while, but there was so 
many calls for ’em that I hid ’em away an’ I fergot whar I put ’em” 





—Wortman in the New York World 








50 years on a DOOR 
good for 50 years more 














Notabene 


The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 
These Historic Hinges can be seen at our factory 


TRADE /BOMMER, MARK 


Milliens and Millions of People 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 
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Two Customers 
For One! 


How often have you wished you 
could double your customer list? 
How often have you computed the 
possibilities offered by a double 


volume on the same old overhead? 


The progressive merchant operat- 
ing on this Heller system is ac- 
complishing ‘just this, and at the 
same time increasing the amount 
of the sale per customer. 


Thousands of merchants testify 
to the gains that the Heller sys- 
tem has shown. Its results are 
definite, profitable, quick. If, for 
any reason, our system of mer- 
chandising cannot increase your 
volume we will tell you frankly. 
So there is no risk in investigating. 


Gl HELLER 


Business Building Store equipment 


W. C. HELLER & CO. 
700 Bryant St., Montpelier, Ohio 
Sign in the margin, | New York Office: 
tear out this ad and 20 Vesey Street, 
mall today. Suite 
9A 
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Nothing to Equal It 
That Retails at $2.75 


This light, 16 oz., 85 watt “Junior” Iron 
combines the same desirable features 
that made our Heavy Duty Irons such 
big sellers and put them into the U. S. 
Navy and nearly all of the large radio 
and electrical factories. 

All who have seen the 


ESICO 


osme, JUNIOR” 


Electric Soldering Iron 


say there is nothing to equal it that 
retails at $2.75. Has highest grade 
Nickel Chrome heating element 
wound on best amber mica insula- 
tion; replaceable forged Copper Tip; 
one-piece blued-steel case; and anti- 
heat handle of rich, dark mahogany. 
Packed six in individual boxes, or 
= three in boxes and three on display 
x card. ¥ 

oN Wag Ask your jobber. If he cannot supply 
Se you—write to us. 











Electric Soldering Iron Co., Inc. 
135-143 W. 17th St. New York, N. Y. 


Mfrs. Exclusively of High Grade Soldering Irons 
















With the improved busi- 
ness conditions, a display of 
any of the following will make 
sales and profits for you:— 


STYLE “L” DISPLAY, contains 150 10c. window- 
front packets of Moore Push-Pins and Push-less 
Hangers. 


STYLE “F” DISPLAY, contains 42 10c. window- 
front packets of Moore Push-Pins and Push-less 
Hangers. 


STYLE “G” DISPLAY, contains 48 10c. packets 
of Moore Push-Pins. 


STYLE *“O” DISPLAY, contains 36 10c. Metal 
Boxes of Moore One-Piece (Cut-Out) Thumbtacks 


Havre your Jobber deliver to you the Display 
you need. Order it today. 


MOORE PUSH-PIN CO. 


113-125 Berkley Street, Philadelphia 
Established 1900 




















European Steel Mills Recover Empty Nail Kegs 
From Abroad to Be Used Over Again 


UROPEAN methods of packing steel products for 

export differ in certain respects from American 
practice, but, nevertheless, meet with the approval of 
the buyers in foreign markets. Many mills have 
adopted the policy of recovering empty kegs, in which 
nails have been shipped to foreign customers. 

The ordinary wooden keg, used for nails by Con- 
tinental milts, is about 20 per cent lighter than the 
American container, being constructed of lighter and 
less expensive wood. While two iron hoops are the 
usual reinforcement on such keg$, many shippers reach 
an agreement with the buyer abroad permitting the 
use of soft saplings fastened with staples. With this 
type of reinforcement used instead of the metal bands, 
a reduction in the delivered price is granted the cus- 
tomer. 

When a substantial number of such kegs are avail- 
able from a single customer, or at a certain port, they 
are often returned to the mill to be used over again. 
The kegs are taken apart, the staves bundled together 
with the bottom and top, if still usable, wired to the 
bundle and the dismantled keg is ready for shipment 
to the mill. Thousands of such kegs are returned to 
the European nail mills at a usual ocean freight rate 
of $1.80 to $2 per 22 kegs. As the cost of 22 new kegs 
in Germany is $7 to $7.40, delivered, it is evidently profit- 
able to reship the dismantled kegs and refasten them 
at the works. 

Packing steel bars, shapes and tubing offers a point 
of difference between Continental and American meth- 
ods. While American shippers of bars usually bundle 
the 7-in. and smaller, Continental mills generally ship 
%, % and 14-in. bars unbundled, binding only the 
7/16-in. and smaller and flat bars 4% x 1% in. Bundling 
is practically always done with bright, not galvanized, 
wire and occasionally with annealed wire. 

American shippers of round and flat bars, angles and 
beams, as well as other steel products, usually attach 
a label to the bundle with a shipping mark, or fasten 
a label to one of every 10 or 20 bars in the bundle. 
European mills, instead of using labels for identifica- 
tion will, as a rule, paint the ends of such products, 
using a different color of paint for each customer, or 
a different application of the paint when the same color 
must be used. This is generally considered to be less 
expensive than attaching a shipping label. 

In shipping to the Far East, a dark brown tarred 
paper is used for protection of kegs or cases of nails, 
bolts, nuts and rivets, instead of oil paper. This tarred 
paper is less expensive than the oiled product and seems 
to be acceptable to, if not preferred by, the Far East- 
ern buyers. 

American makers of wire netting usually wrap oiled 
paper bearing a shipping mark in each roll. European 
mills, however, inclose the wire ‘netting roll in brown 
tarred paper, which is usually acceptable to the buyers, 
as it is less costly. Shipping wire mesh differs, Ameri- 
can sellers packing six rolls of 100 ft. by 3 ft. in a 
single case, while German and Austrian mills pack 10 
and 12 rolls, and in the small diameters up to 25 rolls 
in a single case, thereby reducing the packing costs. 
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| No. 231, 34 in. : 


No. 232, % in. 
No. 233, 1 in. 





a 


No. 234, 1 in. Special Washer 


SLOTTED SCREW TIPS 


This slotted screw Tip has been made principally to satisfy a demand for a 
cheaper grade of Tip. A Special Washer has been constructed so as to pre- 
vent the rubber head from pulling off. Write for full information. 


ELASTIC TIP CO. 370 Atlantic Ave., Boston, Mass. 


























ABSOLUTELY 
GUARANTEED 
AGAINST 
BREAKAGE 





SEMI-STEEL 


WE will replace any claims for 
breakage free of charge. 
Stands finished in Red Enamel and 
Gold, lasts finished in Black Enamel. 
They sell on sight. 

Lock bearing, strong and rigid. 
Lasts are latest styles. One last for 
ladies’ shoes. Extra heel piece in- 
cluded for all sizes of heels. 


The Last that lasts a lifetime. 


The Fate - Root - Heath Co. 
901 Bell St., Plymouth, Ohio 


N. Y. Office—90-92 W. Bdw’y 
D. N. Winner, Mgr. 





Thats the Rule want 
The, FARRAND RAPID RULE 


The Original Rigid-Flexible-Concave Rule 
Distributed Through Wholesalers 
Manufactured by 
HIRAM A. FARRAND, Inc., Berlin, N. H. 


























SINCE 1857 


Pliers, Tackles, Belts, 
Climbers, Safety Straps, 


Tool Bags, Lag Wrenches, Sleeve 
Twisters, Wire Grips, Tree Trimmers 


mom LEN 
Established 185/ ‘ 












& Sons mma 7 

















HARDWARE AGE for SEPTEMBER 18, 1930 














Poultry Supplies 











Original Large Capacity Feeder 


—MOE’S LINE— 


A high grade, complete line of Poultry Equipment. 
Everything for Chicks and Chickens—Feeders, 
Fountains, Brooders, Incubators, etc. All made 
right and sell easily. Thousands of Hardware mer- 
chants are handling “Moe’s Line” with profit and 
satisfaction. 


Write for Catalog and Prices. 


HWoEFT & COMPANY 


2305 Davis St. North Chicago, Ill. 











SERVES TWO USES 


As a SOLDERING FLUX 
Rubyfluid is unequalled—it in- 
sures a perfect union of the 
metal without causing corrosion. 





is equally efficient as a TIN- 
NING FLUX—no rubbing is 
necessary. Samples FREE. 


RUBY CHEMICAL CO. 
68 McDowell St., Columbus, Ohio 















LA 


& SESSIONS CO. 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 
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“The Hardware Dealers’ Magazine” 
Published Every Thursday 


» 





Issued every Thursday by Iron Age Publishing Co. Division of the United Business 

Publishers, Inc., 239 West 39th Street, New York City. Andrew C. Pearson, 

Chairman of the Board; Fritz J Frank, President; C..A. Musselman, Vice-President; 
Frederic C. Stevens, Treasurer; Arnold L. Davis, Secretary. 


Member Audit Bureau of Circulations; Member of the Associated 
Business Papers 
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HOW BIG? HOW DEEP? 


Those holes you or your customers want to dig in the 
earth, post holes, well boring, soil testing, boring for 
sand, clay, gravel, phosphates, etc., can be bored easily, 
yo and cheaply with the IWAN Post Hole & Well 
uger. 
Sizes 2 to 16 inch diameter, 8 inch, 
most popular size for general use. 
None genuine without “IWAN 
BROS,”’ cast on the handle casting. 


We also make the IWAN Hercules post 
hole digger, a good two-handled digger. 
These are two good tools for all hardware 
dealers to sell. Get them from your jobber. 


IWAN BROS. 


SOUTH BEND, IND. 


Manufacturers of post hole augers and 
diggers, hay knives, tile drain cleaners, 
sidewalk cleaners, barn scrapers, revolving 
chimney tops, etc. 


Up-to-date Catalogs 
You should have at hand 


Stanley Tool Catalog No. 129 
Stanley Hardware Catalog No. 14 


Send for Copies 
THE STANLEY WORKS 


New Britain, Conn. 


STANLEY HARDWARE & TOOLS 


























NET-WICK 


Poultry Fence Never Sags 


Our new combination of mesh and gauge 
wire is reinforced so securely that no 
rail support is needed at top or bottom 
to prevent sagging. Both Horizontal and 
Perpendicular wires are FULL GAUGE 
and made from best Open Hearth Steel. 
We control every operation. Galvanized 
before or after weaving. Your jobber will 
supply you. 


























ARMSTRONG BROS.) 


Saunders Type Pipe Cutter 


With this cutter the hardened steel rollers 
eliminate the burr raised by the cutter 
wheel. The point of the screw is hard- 
ened and bears on a hardened tool 
steel insert. All parts are carefully 
machined and are interchangeable 
with similar parts of standard 
makes. Write for Catalog P-10. 
Other Pipe ARMSTRONG BROS. 
Cutters from the TOOL CO. 
Line of Better Pipe 
Tools include the 
Barnes Type Cutter and 
the Armstrong Bros. Im- 
proved Heavy Duty Cutter. 





“The Tool Holder 
People” 


314 N. Franeisco Ave. 
CHICAGO 



















30 per cent 





FRENCH BATTERY 
COMPANY 
Factory: Madison, Wis. 
Sales Office: 

20 N. Wacker Drive “ 

Chicago 














MQW 
TOLEDO 


Folding Steel 


HORSE 


—a sure-fire seller to contrac- 
tors, road builders,carpenters, 
plumbers, plasterers, factories, 
public utilities. Strong, rigid, 
easily demonstrated. Write for 
folder and discounts. 





The Toledo Pressed 
Steel Co., Toledo, O. 


AN 


MMM) 


We 





Wd 








QUALITY-BUILT 
STEEL PULLEYS 


TACKLE or AWNING PUL- 
LEYS IN A VARIBTY OF 
SIZES — GALVANIZED 
FINISH 
Superior in every way to cast 
iren pulleys. Sold at equal 

or lower prices. 


FEDERAL. 


ve 


SPRING WING TOGGLES 


are used for attaching any ob- 
ject to a hollow wall or ceil- 








See your jobber or write direct 
for prices and information. 
Jobber’s inquiries invited. 
Hart & Cooley Mfg. Coa 
Successors to Federal Mfg. Co. 


61 W. Kinzie Street, Chicago 
Factory—Holland, Michigan 

















ing. 
They work instantly in any 
position in any hollow ma- 
terial. 


The SPRING Does It 
Catalogued and stocked by a 
majority of the Hardware, 
Electrical and Plumbing Job- 
bers of the country. 

Samples and prices on re- 
quest. 


The Paine Company 75.00" Niw Yor. 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 





YOUNG MAN, 25 years old, single, German, 2% years in country, 
desires a permanent connection with wholesale or retail concern. Eight 
years’ experience in the hardware retail field. Will accept position with 
reliable firm only, available immediately. Have chauffeur’s license. Prefer 
New York City or vicinity but not essential. Address Box 1-931, care of 
Harpware Ace, New York City. 





ADVERTISING and Business Manager of the foremost Advertising 
and Business Building Service used successfully by retail hardware mer- 
chants all over the country, seeks connection with representative publishing 
house; will entertain proposition as advertising and sales promotion man 
from large retailer or jobber. Address Box 1-945, care of HARDWARE AGE, 
New York City. 





SALESMAN, age 35, married, desires position w:th reputable manu- 
facturer who would appreciate a_live-wire and aggressive man to repre- 
sent their wares in New York State. I am thoroughly acquainted with 
house furnishing buyers and all hardware dealers. can furnish A-1 
reference and desire position of responsibility wherein I can prove my 
ability. Address Box I-934, care of Harpware Acz, New York City. 





HARDWARE MAN of twenty years’ experience in the wholesale and 
retail hardware business desires a change. Forty years of age, honest, 
sober and industrious. Capable of holding a position of trust and can take 
charge of men. Will furnish best “4 references. Address Box I-941, care 
of Harpware Ace, New York City 





COMPETENT Contract Man and Detailer thoroughly experienced 
scheduling hardware from Architects plans and specifications. Four years 
in retail store and five years’ factory experience. Willing to go to any 
part of country. Am 38, single. References furnished. Address JAMES 
H. HARRIS, 60 Oakwood Avenue, West Hartford, Conn. 





HARDWARE MAN with 30 years’ experience as buyer, sales manager 
and traveling salesman desires position in same capacity. Can qualify as 
Buyer, Sales Manager or Manager of retail store. Willing to locate any- 
where but prefers West. Address Box 1-943, care of HARDWARE AGE, 
New York City. 





HARDWARE MAN, 34 years of age, married, well versed in both 
buying and selling end of the business, executive ability, employed at 
present time. References available, desires position as Sales Manager or 
petory representative. Address Box 1-932, care of Harpware AcE, New 

or ity. 





HARDWARE MAN with ten ae, experience in Retail and Whole- 
sale hardware business and plumbing supplies is desirous of associating 
in managerial capacity with established retailer or jobber in Metropolitan 
New York, Long Island or New Jersey. Married. References furnished. 
For full details write Box I- 820, care of Harpware Ace, New York City. 





POSITION WANTED by married man, 33 years of age, as manager 
retail hardware store, 10 years’ experience in hardware, housefurnishings 
and paint lines, at present employed but desires better position. Best of 
references furnished. Address Box 1-948, care of HARDWARE AGE, 
York City. 


New 





ASSISTANT buyer, age 27, married, thoroughly experienced in house- 
furnishings, hardware, mill supplies and sporting goods. Desires perma- 
nent connection in same capacity or as salesman with jobber, manufac- 
turer or corporation. Willing to travel. A-1 references. Address Box 
1-944, care of Harpware Ace, New York City. 





AGE 28, married, traveling experience and six years’ retail hardware, 


wants connection with live retail or wholesale house. Capable of organiz- , 


ing and running at a profit Electric Specialty selling department. 
education. 
York City. 


College 
Employed. Address Box 1-946, care of HArpware Ace, New 





HARDWARE and Sporting Goods Salesman—Thirty-seven, fifteen years’ 
experience in East, New York State and Middle West, inside and outside; 
all around and allied line. Open September Ist. A-1 references. Speaks 
French and English fluently. Address Box 1-938, care of HARDWARE AGE, 
New York City. 





HARDWARE CLERK. age 34, 
desires position. Preferabl 
dress Box I-942, care of 


15 years’ thorough retail experience 
take charge or assist. A-1 references. Ad- 
ARDWARE AGE, New York City. 





HELP WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 





WANTED—Assistant in retail hardware store. 
perience and have satisfactory references. 
of Philadelphia. 
City. 


Must have some ex- 
Location in New Jersey, south 
Address Box 1-947, care of Harpware Ace, New York 


BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five Limes.........ccccccecececessece 
DE Tee SEI. 6 cho cds o ad 6 bb Gan 0% anne Oe este Suites 


Four Consecutive Insertions, 10 Per Cent Discount 





$3.00 
5.00 








FOR SALE—To settle estate. Retail Hardware Business 
in heart of the business district of County Seat City. Only 
three hardware stores in the entire county. Invoices $8500.00. 
Will discount liberally. Address-C. R. Johnson, Adm., 
Madison, Ind. 








& 








SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of Five Limes........cecscecsccscescces 
l1-Inch Box Display........ eeccvcccces 


Four Consecutive Insertions, 10 Per Cent Discount 


$3.00 
5.00 








FOR those representatives covering the retail hardware 
trade frequently and intensively, we have an excellent 
Christnras Tree Holder. It is a quality holder retailing 
at a popular price and we pay our representatives 15 per 
cent. Already introduced in many sections. Give full 
details in first letter. Address Box 1-917, care of HARD- 
WARE AGE, New York City. 














~— oo] 
DO YOU WANT A GOOD LINE? 


One of the oldest and best established roller skate manufacturers 
has certain territories open for recognized manufacturers’ representa- 
tives. The line is priced right for your profit and also for the 
profit of your Dealers. The product is one I quality and first 
sales invariably lead to a fine volume of repeat orders. Those inter- 
ested will please address Freeze-Vogel- eopold, Inc., 383 No. 
Michigan Avenue, Chicago. 














SALESMAN calling on wholesale hardware trade only need apply. 
The item is the only Patented Screen and Window Hanger on the mar- 
ket. Essex County institutions have adopted it for all county buildings. 
It sells itself. Address the NOSLIP COMPANY, Inc., Bloomfield, N. J. 





WANTED—Commission salesman for the state of Alabama for an old 
established line of padlocks and shelf hardware. Address with reference 
Box 1-949, care of Harpware AcgE, New York City. 





ROPE SALESMEN WANTED—100 per cent pure Manila 
Ib. basis. Fast selling side line, five per cent commission. 
FIBRE COMPANY, 82 South Street, New York City 


5c. 
URITED 





SALES ACCOUNTS WANTED 


Set Solid, Minimum eof Five Lines.......-seeecceccccessceses $3.00 
l-Inch Box Display......ccecssseccccccccsccsccscessesseee 5. 


Four Consecutive Insertions, 10 Per Cent Discount. 








COMMISSION LINE WANTED 


Experienced salesman wants a quality line or item for Illinois retail 
hardware trade on commission. Have sold this trade for 14 y 
and have very close acquaintance with over 1500 dealers in towns, 
large and small. I cover entire state thoroughly in car except Cook 
County. Must be a dependable quality product that repeats and 
will build into volume. Box 236, Peoria, Illinois. 














STRONG line wanted for New England territory by active representa- 
tive now calling on hardware, department store and kindred trade. Will 
organize whole district if necessary, have warehouse. Long experience and 
best of references. A. H. BROWN, 360 River Street, Cambridge, Mass. 





BUSINESS OPPORTUNITIES 


EXPERIENCED salesman calling on principal hardware jobbers and 
retailers in New York State, Ohio and Pennsylvania would like to 
hear from manufacturer desiring representation on commission basis. 
Address Box 1-939, care of Harpware Ace, New York City. 








Set Solid, Minimum of Five Limes.........2-esecseeeeeeeeee+ $3.00 

Admekh Box Dieplay..ccccccccscccccccccsccsveces §000eseeseee 5.00 
Four Conseeutive Insertions, 10 Per Cent Discount 

THIRTY-TWO years established hardware business for sale. Owner 


able and ready to retire spending 32 years in this one place and business. 
Declining years force retirement. No knock down bargain but a rare and 
clean deal direct from owner. ‘Located in Norfolk, Va. Address Box 
1-937, care of Harnpware Acez, New York City. 





LET US Help You Word Your “Want.” 
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INDEX TO ADVERTISERS 











THE ADVERTISERS INDEX is published as a ———— and not as 


No stewenee will be 


8 
made 


pact of the advertising contract. Every care will be taken to index correctly. 
for errors or failure to insert. 





ange yg * Co 





Almo ‘Trading & Imp. Co 
hi Co. 


Cc 
Sheet & Tin Plate Co.. 
Stainless Steel Co.... 


Swiss File & Tool Co.. 
Telephone & Telegraph 


lel LIM IStle 


Anti-Borax Ee Co 
Co 


Armstrong Bros. Tool Co 


Sl ISstt | 


g. Co 
Associated aaa Distributors. . 


Baker, Geo., & Sons 
Bartlett Mfg. Co 





Beckley Ralston Co. 


Bernz Co., Inc., Otto 
Bethlehem Steel Co.. 
Bingham Engraving Co 
Birtman Electric Co 
— Carpet Sweeper Co 





g. Co 
Blaisdell Pencil Co 
Bommer —~ 


Boston Varnish Co 
Boston Woven — & Rubber Co. 
y ;: 


It 





Bridgeport Hardware Mfg. Co. ie 
Bridgeport Screw Co 
Brown & Sharpe Mfg. Co 


Buffalo Wire Works Co., 

Bunker-Clancey Mfg. Co 

Burgess Battery Co 

Burley & Winter Pottery Co.... 

Burnley Pe Mfg. Co. 
+» Co 


LITTLISigiil 


Hd 


Champion De ‘Arment Tool Co 


Chicago Roller Beate Co. .c..6- 
Chicago Sales. Cones Co 





Cleveland Quarries Co 
Cleveland Wire Spring Co 

Dy MP sd wdc atiaseta's 
Coldwell Lawn Mower Co 
Coleman Lamp & Stove Co 
Columbian Rope Co 


Continental Screen Co 
Continental Steel Corp 


Corbin Cabinet Lock Co 

Corbin 3 Corp 
Co 

Cortland Grinding Wheel Corp. . 

Cribben & Sexton Co........... ao 


Crown Cork & Seal Co 
Oyclone Fence Co 





Damascus Steel Products Co. 
Dazey Churn & Mfg. © 


Delta Blectric Co 





Devoe & Raynolds Co fe eer dae 
0. 





Diamond Calk : ee ORs <ws's 
Dietz Co., R. 

Disston & | tg Inc., 
Dixon Crucible Co., 
Domes of Silence, Inc......... 
Duluth Show Case Co.......... 
rere 


Henry. . 


Eagle Lock 
Eagle-Picher Lead Co........... 
SEs eee 
Eastern Tool & Mfg. Co........ 
Eclipse Machine Co............. 
Edison Lamp Works............ 
Edlund Co. 
) oe A Ee Serer rss 
EE CE 5.504 0000 esos 
Electric Cutlery Co............ 
Electric Soldering Iron Co..... 
Empire Level Mfg. Co.......... 
SE. HOUND Osi cccescccceee 
Estwing Mfg. Co 

Evansville Tool WOE ss ccvccass 
Everedy Co. Pr ee 
Eversharp Shear ita n sins 


F 


F. & N. Lawn Mower Co....... 
Fairbanks Co. 
Fairmount Tool & Forging Co... 
Farrand, Inc., Hiram A........ 
Fate-Root-Heath Co. 
Faultless Caster (¢ 
a as Enameling & Stamping 
39 


Fox, 
oo. Se Serer 
DUONG DOES CO... ccccccccces 


G 


Getz Power Washer Co......... 
Gendron Wheel Co.............. 
yeneral Wheelbarrow Co........ 
Geuder, Paeschke & Frey Co.... 
Gilbert & Bennett Mfg. Co..... 
Gillette Safety Razor Co........ 
Globe American Corp 
Gold Medal Folding Poniters Co. 
Good Housekeeping 
Goodell-Pratt Co. .........0505- 
Greenfield Tap & a ee 
Greenlee Tool 
Griffin Mfg. a. 
Griswold Mfg. Co Cidipan esa we 


ND ORM crack Sie iat a Wie we oo es 
Hanlon & Goodman Co......... 
Hanson Scale Co.............++ 
Harrington-Richardson Arms Co. 
Hart & Cooley Mfg. Co......... 
Heller & Co., W. C 

Henckels, Inc., 
Hercules Powder Co............ 
wena Beaw. O0., BR... 002i 
Hibbard, Senter. ‘Bartlett & Co. 
SLE tig SNS OD. cect cced 
Sa a RR RS 
Hoppe, Inc., 
Horton Mfg. Co 
WRMMOOG BOO. oo cr cccccccccses 
Huenefeld Co. 
Hurd, E. 

Hurley Machine Co............. 


I 
Imperial Bit & Snap Co......... 
Independent Lock Co........... 
Indiana Steel & Wire Co........ 
Ingersoll Steel & Disc Co 
Ingersoll Waterbury Watch Co., 


Ine. 
International Harvester Co. of 
MOE in vison d0'b0bhetsseeer 


J oseph..... 3 





- 6-7 


11 e3! 


87 
31 


2811 | 


| 


ne 


3 


Ierrtedtisrid , 


lel T1Slsi lies iel 


BVGG. OG;, TE. Bec ccvcasctcsvwves _ 


Iwan Bros. 


Jennings Mfg. Co., 
Johnson & Johnson............. 
Johnson Arms & Cycle Works, 

Iver 


Kansas City i es Commerce 


Kees, F. D., Mfg. 
Keiser Mfg. © 
Kelly Axe & Tool en of the 
American Fork & Hoe Co...... 
Kenton Hardware Co........... 
SS. Seer 
Kewaskum Aluminum Co........ 
Keystone Steel & Wire Co....... 
Kimball Bros. Co.......- ‘ 
Klein & Sons, M 
Kohler Die & Specialty Co.. 
Kokomo Stamped Metal Co...... 
Kraoater & Co... . ccc cvcscccves 





LI TSttt tte 


PPI TESISr rtd 





L 
Lamson & Sessions Co........... 
Landers, Frary & Clark. 
Leyse Aluminum Co..... 
Libbey-Owen-Ford Glass Co. 
Lionel Corp. 
Lufkin Rule Co........cccccece 
Luther, Ine. 


Pe A ee 
CS a eee 
Madison Hotel, The............ 
Majestic Electric Appliance Co.. 
Malleable Iron Fittings Co...... 
Mansfield Tire & Rubber Co 
Marshalltown Trowel Co.... 
Martin-Senour Co. 
Martin Varnish Co............. 
Marvel Rack Mfg. Co., Inc...... 
Maydole Hammer Co., David.... 


PRD I IO bs ccecccedens 
Meisselbach Mfg. Co., A. F..... 
SS) a Ae 
Milwaukee Brush Mfg. Co...... 
Milwaukee Stamping Co......... 


Minneapolis-Honeywell 


Ch << eneae hese 6 UMass 00:0 68.06% ~ 


Monarch Mfg. Co., The.... 
Montague Rod & Reel Co. 

Moore PUsR-Pin O08... «2. .cccsec 
Morse Twist Drill & Machine Co. 
Murphy Sons Co., Robert 
meey “Varma O60... 2... ..c0s 
Myers & Brother Co., F. E...... 


N 


National 
National Enameling & Stamping 
Ee cere cre 
National Lead Co.... 
SOURIS IG: GODS oo o4.005 o10 6:0:510.8 
National Show Card Writer..... 
National Sign Stencil Co........ 
WGGIy NUS Dee CO. cc ccscevce 
New Haven Clock Co........... 





New Jersey Zinc Company...... 33 


New York Wire Cloth Co........ 
New York Knife Oo......ccccee 
Nicholson File Co..........+.... 
Nileo Lamp Works, Inc........ 


I EL) EID cio wie oo 00:0 was - 


North Wayne Tool Co 
Norwalk Lock Co. 
Norwich Wire Works 





O’Cedar Corp. 
Oliver Iron & Steel Corp....... 
One Minute Mfg. Co........... 
Oneida Community, Ltd........ 
Je A eo eeee 
Ontario Knife. Co 
Osborn Mfg. 
Oster Mfg. Fa 


Page Steel & Wire Co.......... ~ 


aine Co. 
Patent Novelty Co........: Can. 
Paul & Beekman............... 
Peck, Stow & Wilcox Co........ 
Pecora Paint Co..............- 
Peerless Handcuff Co........... 
Pelouze Mfg. Co 
Pennsylvania Lawn Mower Wks. 
Perfection Mfg. Co 
Perfection Stove Co., 


In 
o bic'e0.0's nae cesse 10- 11, 39- 40, 41- 


Peters Cartridge Co....... 
Pharis Tire & Rubber Co. =e 
iy oe ee ee 
Philadelphia Lawn Mower Co., 


Pittsburgh Plate Glass Co 
Pittsburgh Plate Glass Co. 

Division) 
Pittsburgh 
Plumb, Inc., Fayette R.......... 
Plymouth Rubber Co............ 
Pom 


Popular Science Monthly........ - 





Porter, 
Pratt & Lambert, Inc. 


See - 
Progressive Mfg. Co............ £ 


R 
TE Se ane e oe 


Reed & Prince Mfg. Co.......... = 


Remington Arms Co., Inc....... 
Remington Cash Register Co., Inc. 
Rennous-Kleinle Div. of i 

burgh Plate Glass Co......... 
Reynolds Wire Co..........06. 
Rich Pump & Ladder Co........ 
Richards-Wilcox Mfg. Co 
Richardson Ball Bearing Skate Co. 
Rixson Co., Oscar C...........- 






PIII 118 


Ili tt 








oo SD eee ae 85 


L118 





(Paint 
8h 





Robertson, 
Robinson, 
Rose, Frank, Mfg. Co.......... 


OO SS, Boeeenr rere 


Rotax Company, ee 
Rubberset Co. 


Ruby Chemical Co.............. 


‘Yo 


Rugg Mfg. 
Russell, 


Russell & Erwin. 


Sacks, Inc., 
Sallee Bros. 
Samson Cordage Works......... 
Sapolin Co., Inc............--: 
Sargent & Co........-seeeeeeee 
Savage Arms Corp.........--+-- 


Schats Mfg. Co.......-ccreceaee - 


Schlage Lock Co 
Schrade Cutlery Co.........- eee 
Segal Lock & Hardware Co...... 





Seth Sales Corp.......-.---++:- 
Shapleigh Hardware Co......-.- - 


Sheffield Bronze Powder & Sten- 


RL Se ere ee eee 
Shelby Spring Hinge .~ POR e aitete -- 


Sherman Mfg. Co., H. 
Showcarder, Inc. 
Silver Lake Co 
Simonds-Worden-White Co. 
Simmons Hardware Co.......--- 
Simonds Saw & Steel Co.. 
Simonsen Iron Works..... 





Sinram & Wend.............--:- - 
Wellington J........ - 
Landon P.......+-- - 


Smith Co., 
Smith, Inc., 
Solderall Corp. 
Springfield Arms 
Standard Gas Equip. Co......... 
Standard 


Stanley Works 


Starrett, L. S......ceceeeeeeees - 


Sterling JVoodenware Co.......- 
Stevens Arms Co., 

Stewart Iron Works. 
Strong Mfg. Co........--sesee% 
Superior Electric Products Corp. 
Swan Co., 
Sylvania Products Co.......-... 


Taubman’s, Inc. 
Technical Glass Co., Inc....... 
Thompson & Son Co., 
Tilley Ladder Co., John 8S 
Toledo Metal Wheel Co.. 
Toledo Pressed Steel Co... a 
Toledo Wheelbarrow Co......--- 





Tremont Nail Co..........--++--> 
Trimont Mfg. Co........----++: 
MUGS COs ccc iicckvesses 
Trow & Holden...........-+++: 
Tubular Rivet & Stud Co........ 
Tucker Duck & Rubber Co...... - 


Triumph 


Turner Brass Works 
Turner, Day & Woolworth 

dle Co. 
Turner & Seymour Mfg. Co...... 
Twin City Iron & Wire Co...... 


U 


Union Fork & Hoe Co........--- 


Union Hardware Co 


Union Steel Products Co........- 
United Fibre Co.........++-+s-- 
Cartridge Co..........5--. 
U. 8S. Stamping Co...........-- 


U. S. 


Vv 


Vaughan Novelty Co 
Vaughan & Bushnell Mfg. Co.... 


Vichek Tool Co..........++---s. 


Vollrath Co. 


Wagner Electric 
Walworth Co. 
Warren Mfg. Co., J. D......... 
Washburne, E. G., 


Whiting-Adams Co. 
Wickwire Brothers 
Wilkinson, J. F 

Wilson-Imperial Co. 
Winchester Repeating Arms Co.. 


Wiss & Sons Co., J........+-:- — 
+ A ee eee i 

eS a. Ce... 
Wolverine Tube Co........++++. 


Witt Cornice 
Wolverine Supply 


Wood Shovel & T 
Woodrow Washing Machine Co. 


Wooster Brush Co............-- 


Worthington Co., George..... “e 
Wright Steel & Wire Co., G. F.. 


Wrought Washer Co............ 








THE DASH (—) INDICATES THAT THE ADVER TISEMENT DOES NOT APPEAR IN THIS ISSUE 











eee 
Maward BD... ...cccccs 


Burdsali & Ward Bolt & 
ho a Perr reer 





Pressed Steel Co...... 
Standard Tool Co..........++-+: 


Henry G.. — 


& | 


on 


ro ye eere rr 
Western Cartridge’ Gia ceesawes 
Westinghouse Electric & — Co. - 
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POULTRY NETTING 
Galvanized Before and Galvanized céfter W 


eo > > so > a > > 7997797 
Xx \ 
a \ \ 
\ 
y 
Naxx 


ih... 
Tint Stock 


and Profit with 








! Products 





WOOD SCREWS 


Rivets Roofing Nails Scratch Brush Wire 


ee THE BRIDGEPORT SCREW CO. 
i) 1 he Gilbert & Bennett Mfg. Co. Bridgeport, Conn., U. S. A. 


Established 1818—America’s Oldest Woven Wire Pectory 
Representatives: 


WIRE CLOTH, NETTING and FENCING tibiae Penk ee ie eee ten matin: tiditite 


Galvanized Steel Wire Cloth in all Meshes and Gauges G. M. Baird & Co., Memphis, Tenn. 
Georgetown, Conn 


Remeee Ob 




















A syEL A DOMES of emer 
Ras] ment: Packed SILENCE Display Because Supe- 
wr: Mea age Cabinet on your rior Hexagonal 
MEAG ondh'.$9 COUNter works for Netting is even- 
a oo. yom. ly woven and 
Beg every bale rolls 
out straight and 
true,’ dealers are - 
suggesting it for 


DOMES of SILENCE | ME meets 


Cost Dealer $9 Per Gross Sets; Sells for $14.40 er M 

es for 10c Set of 4 » , The netting 

with the rooster 

label costs no 

more, although 

it is the quality 

product in every 
detail. 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 






It pays good divi- 
dends on the small 
space it occupies. 





If your Jobber 
cannot supply 
you—write 
us direct. 


We make all 
grades of Sliding 
Casters, Nail 
Slides, Felt Slides, 
Radio Felt Feet, 
Insulated Slides, 


etc. OUR PACKAGE 


Domes of Silence, Inc., 35 Pearl St., N. Y. City 





SUPERIOR 
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(ubweun  Gohnren 


kari -lie 


PEPEER EPESKt 


Here is the steel Rapid-Flo Filter Disk Cabinet, 
needed in every dairy to protect filter disks and to 
keep them handy for instant use. Handsomely litho- 
graphed in colors. Holds a carton of 100 Rapid-Flo 
Filter Disks. Hangs on wall or sits on table. Shipped 
in individual corrugated containers. Price, $9.00 per 
dozen. Order from your nearest jobber.(See list below). 





DAILY DAIRY NECESSITIES 


Every day every dairy needs at /east two Rapid-Flo Filter Disks 
—most dairies use a great deal more. Rapid-Flo Filter Disks 
are the fastest efficient filter disks. They filter 40 quarts of milk 
in less than 5 minutes, less than half the time of old-fashioned 
disks. They enable the dairyman to quit work promptly, for 
they filter faster than he can milk. This is an exclusive feature 
of Rapid-Flo Filter Disks, perfected after nearly two years of 
testing at a cost of $25,000.00. 

Rapid-Flo is the on/y nationally advertised filter disk. An ex- 


“Faster Than 
Men Can Milk’ 





Rapp Tie 


FILTER DISKS 












SELL THESE QUICK- 


RAPID-FLO 


FILTER DISKS 


+ Ne 


Ao lw 
— ons 


Moi 





Here are the new Rapid-Flo Filter Disk cartons 
which can be attractively displayed on counters, 
shelves and in windows. Printed in 3 colors. Above 
is the 100-Disk carton, 3 of which are packed in 
the large carton shown at the left. For prices of 
Rapid-Flo Filter Disks, write your jobber (see list 
below) for Rapid-Flo Catalog and Price List No. 7. 


PROFIT SPECIALTIES 


. NATIONALLY ADVERTISED 


tensive fall advertising campaign is now running in national 
and sectional dairy and farm papers, telling dairymen of the 
time-saving features of these disks, and that they can buy them 
from you, Mr. Dealer. Sell these daily necessities to the dairy- 
men in your community. They are full profit, quick-turnover 
items. Full line of free advertising material, circulars, displays 
and advertising cuts, available to dealers in Rapid-Flo Disks 
and Cabinets. Write your jobber today (see list below) for 
Rapid-Flo Catalog and Price List No. 7. 


The Standard 
of the World” 








PRODUCT OF 
NEW BRUNSWICK NEW JERSEY 


WRITE THESE WHOLESALE DISTRIBUTORS AND JOBBERS FOR CATALOG AND PRICE LIST No. 


NEW ENGLAND STATES 


Fyler Products Inc... ..........ccee0. Hartford, Conn. The W. Bingham Company.......... 
Stephens-Adams-Cyr Co................ Boston, Mass. Ohio Creamery Supply Co.. . 
Cherry-Burrell Corp..............22+205 Boston, Mass. The Geo. Worthington Co... 
Waite Hardware Company........... Worcester, Mass. Cherry-Burrell Corp........ 
NORTH ATLANTIC STATES Bessire ng ee anes 
J.S. Biesecker . beatieieie .New York, nf Y. C ae ng il Cor pees 
Cherry-Burrell Corp... vasavssgeceeees Mew York, N, Y. Smith’ Bros. Wine Ge. . 
Mathews & Boucher................- Rochester, N. Y. The Canton Hawes. Co... 
Babcock Hinds & Underwood... .... Binghamton, N. Y. E.F aria ‘old Co 
Lisk Manufacturing Co., Ltd....... bay mas mS, The Mangold Co... -- rte 
Cherry-Burrell Corp... ... . bieeela Syracuse, N. Y. Cincinnati Dairy Sup. oe 
Cherry-Burrell Corp... ‘Little Falls, N. Y. " sx <gilimaamaatalela 


. Pittsburgh, Pa. 


Cherry-Burrell Cor 
. .Pittsburgh, Pa. 


James C. Lindsay Cherry-Burrell Cor 


Arthur T. Barlass 


ie Co. 


= Supply & Equip. Co. Sake wet Pittsburgh, Pa 

Demmler Bros. C | ee ‘ .. Pittsburgh, Pa. Sy cotee ae 
Cherry-Burrell Corp.. Philadelphia, Pa. Wie aan ¢ ai 
George Krause ee Co. . Lebanon, Pa. C erry Tencrell ve Geos ce le 


vo . Lancaster, Pa. 


’ Tancaster, Pa. Cherry-Burrell Corp. . 


Buck walter Su 
Reilly Bros. & Ag 


Stichter Hdwe. Co................-. ading, Haskeve Saul 

Cherry-Burrell Corp................... ’ Baltimore, Mad. awkeye Supply Co. 

The E. A. Kaestner Co......... .. Baltimore, Md. Miller Bros. Hdwe. Co. 

The. Harris & Filler Co..........------- Frederick, Md. Make... 
ee ee ree, Penn’s Grove, N. J. Meyer- Blanke Gommeny.-... 2... 


SOUTHEASTERN STATES 
eee Birmingham, Ala. 
Miller Lenfestey Co.. ..Miami, Fla. 
Miller Lenfestey RB Foe cis ges cere Tam a, Fla. 
Miller Lenfestey Co... .....ccceseeee Jacksonville, Fla. 


Meyer-Blanke Company 







CENTRAL STATES 


1... ........Columbus, Ohio 


Cherry-Burrell Corp.......... ....Cincinnati, Ohio 


50. ose cece 


Cherry-Burrell ae “ore wees es Cedar ir ap Iowa 


teh, We Richmond, Ind. 
Fort Way: A Dairy Equip. Co...... . Fort Wayne, Ind. 
SERRE Indianapolis, Ind. 


Meyer-Blanke Company . ee 
NORTHWESTERN 


Kelley-How-Thomson Co............... Duluth, Minn. 


NORTHWESTERN STATES—Continued 


. Cleveland, Ohio G. Sommers & Co.. . ...St. Paul, Minn. 
See ae Cleveland, Ohio Cherry-Burrell C ‘orp... : Sie. 0 0 40d ete Site MEly DRE 
om, Cleveland, Ohio Owatonna Creamery Sup. Co... ....--Owatonna, Minn. 
cus Sauee Cleveland, Ohio Cherry-Burrell Corp. ....+.+.Milwaukee, Wise. 
Pe ae Cc ‘olumbus, Ohio John Pritzlaff Hdwe. Co. ......Milwaukee, Wise. 
Ltda aaa Columbus, Ohio Geuder, Paeschke & Frey Co. ....Milwaukee, Wise. 


.. Milwaukee, Wise. 
Eau Claire, Wise. 
Wisc. 


Wacho Mfg. Co. 
Wisconsin Cooperative Cry. Sup. Co. 


The Bingham & Risdon Co......... 


.Columbus, Ohio 


Green Bay, 
.....-Plymouth, Wisc. 
Smite Madison, Wisc. 
ois. daneian Watertown, Wisc. 
ce wana Whitewater, Wisc. 
ee Sioux Falls, S. D. 
Portland, Oregon 
.....-Seattle, Wash. 
.. Bellingham, Wash. 


ng th blclgtes Canton, Ohio 

eta Dayton, Ohio Erwin Schwenzen 

loan Toledo, Ohio Madison Dairy Supply Co. 

..Cincinnati, Ohio D. & F. Kusel Co... . 

Wisconsin Dairy Supply Co. 
Emil Larson Dairy Sup. Co. 
Monroe & Crisell Inc. 
Seattle Hardware Co. 
Morse Hardware Co..... 


SOUTHWESTERN STATES 

Monroe & Crisell Inc.............$ Salt Lake City, Utah 
The Hurly Company pane Denver, Colorado 
Meyer-Blanke Co... . vee sees + -Oklahoma City, Okla. 
Meyer-Blanke Co............... .. Houston, Texas 
Meyer-Blanke Co................-. . Dallas, Texas 
O. J. Weber Co., Inc. Los Angeles, Cal. 
Western Dairy Equip. Co. . Oakland, Cal. 
J. N. Blair & Co., . Sacramento, Cal. 
Geo. W. Prising Cac... San Francisco, Cal. 
Creamery Package Mfg. ~ ‘0. San Francisco, Cal. 

San Jose Dairy Supply C secesceess mumeose Cal, 
Turner Hdwe. & Imp! Bent 37 a ne ‘Stockton, C Cal. 


Mr ee Chicago, Ill. 
‘ceca Chicago, Til. 
Cero . Chicago, II] 
prea ee Chicago, Tl. 
; Joliet, Tl. 
‘Detroit, Mich. 
.Tama, Iowa 


. Mason City, Iowa 


. ‘St. Louis, Mo. 
1.11... Kansas C ity, Mo. 
. Springfield, Mo. 





STATES 
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SILVERWARE FOR 


With the vivid loveliness of daring towers reach- 
ing for the stars, SKYLINE, the new design in 
TUDOR PLATE, has given to young moderns 
the spirit of power and aspiration in Silverware. 
And modern youth has responded. « So great 
has been the success of SKYLINE that TUDOR 
PLATE now creates new service pieces —tea 
sets, pitchers, serving dishes — keyed to the 
dynamic rhythms of SKYLINE beauty. «ln $KyY- 
LINE, as in all its six designs, TUDOR PLATE 





bcd 








YOUNG MODERNS 


is youth's own Silverware. THe same craftsmen 
who make COMMUNITY PLATE create its 
beauty, style and quality. They give it the beauty 
of moonlight with their exclusive new PATINE * 
finish. The makers of COMMUNITY guarantee 
it for a quarter-century. ¢And that youth may 
have fine Silverware and @nough— TUDOR 
PLATE gives Full Dozens for what you expect 
will buy only half dozens. For instance, a Full 
Dozen Teaspoons in TUDOR PLATE is $4.00. 


% PATINE is a precious enrichment of beautiful surfaces, achieved by thé secret alchemy ‘Of nature. It is 


found chiefly in rare ald works of art ~ bronzes, fine cabinet work, priceless vases, and old paintings. Community 


craftsmen have perfected in their laboratories an exclusive and costly process which achieves a Patine finish 


TUDOR PLATE 


Designed, Made’ and Guaranteed by the Makers of COMMUNITY PLATE 


bs, Sia 


a 








lhis is a reproduction of a full page, 4-color advertisement which appears in the SATURDAY EVENING POST for Sept. 27, 1930. 


























